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15 Companies 
Sponsor Huge 
Reader Study 


New York, May 4—One of the 
largest readership studies ever 
made among buyers of indus- 
trial products was given a pre- 
liminary unveiling today before 
advertising executives of the 15 
companies that sponsored the sur- 
vey, conducted under the super- 
vision of Jack Spurr, research di- 
rector of McGraw-Hill Publishing 
Co. 

Mr. Spurr, who presented the 
findings to the sponsors, empha- 
sized the preliminary status of the 
figures. 

“We are in the position,” he 
said, “of a manufacturer showing 
a mock-up of a working model to 
a group of buyers who have en- 
couraged our efforts to develop a 
revolutionary product. How soon 
we will be able to show it to 
others, and how it will look when 
we do, are questions for the future. 
We aren't ready to show anything 
at this time.” 

The survey tabulates responses 
from 42,878 questionnaires. The 15 
sponsoring companies mailed out 
a total of 198,837. 


e Neither Mr. Spurr nor Ralph 
Flynn, publisher of Electrical 
World and chairman of the re- 
search steering committee, would 
divulge any additional details 


NEW TYPES OF LIGHTING—These facing half-pages in The Saturday Evening Post 
introduce Moe Light's completely new fixtures for the home. (Story on Page 64.) 


Minneapolis Men 
Invent New System 
of Color Television 


MINNEAPOLIS, May 4—A color 
photographer and a radio-TV en- 
gineer here have combined their 
talents to develop a system of 
color television which they pre- 
dict may be the answer to the 
present color TV squabble. 

The inventors of the new system, 
which is said to have no moving 
parts and to be completely differ- 
ent from any system presented to 
the public to date, are John M.| 
Sherman, technical director of | 
WTCN-TV here, and Edwill Fish- | 
er, local printer and color photog- | 
rapher. 


about the readership study. 

Among the companies repre- 
sented at the meeting today were: 

Aluminum Co. of America, Black 
& Decker Mfg. Co., Brown & Sharpe 
Mfg. Co., Crane Co., Dodge Mfg. 
Co., General Electric Co., Good- 
year Tire & Rubber Co., Harnisch- 
feger Corp., Hyster Co., P. R. Mal- 
lory & Co., Brown Instruments di- 
vision of Minneapolis-Honeywell 
Regulator Co., Socony-Vacuum Oil 
Co., Union Carbide & Carbon Corp., 
United States Steel Co., and West- 
inghouse Electric Corp. 


Canadian Advertisers Told to Prepare 


for Half-War, Half- 


Must Use All Media to 
Disseminate ‘Know-How’, 
Chapple Tells ACA Meet 


Toronto, May 3—The attention 
of Canadian advertisers was fo- 
cused on manufacturing and mar- 
keting problems arising from the 
present “twilight zone” of half 
war, half peace, as the 36th an- 
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Peace Economy 


nual conference of the Assn. of 
Canadian Advertisers opened here 
yesterday. 

Convention speakers and asso- 
ciation members alike expressed 
the conviction that the semi-mobil- 
ization period is going to be a 
long one and that advertisers are 
going to adapt business methods to 
the new economic climate. 

Bennett S. Chapple Jr., assistant 
vice-president of U. S. Steel Corp. 
and president of the National In- 
dustrial Advertisers Assn., said 
that advertising must do a two- 
fold job of contributing both to na- 
tional productivity and national 
security. 
es “Certainly,” he declared, “for 
the long-range future, it is es- 
sential that companies continue to 
maintain the acceptance for their 
products, won through the blood, 
sweat and tears of the past.” 

But, he continued, the present 
plan for “production expansion-— 
if, as and when—brings into sharp 
focus the necessity for a system of 
rapid communication of industrial 
know-how.” 

The various industrial informa- 
tion and communication services, 
he continued, make possible wide 
and rapid dissemination of indus- 
trial know-how and are “the real 
foundation upon which North 
American superlative productive 

(Continued on Page 82) 


Mr. Sherman told AA that the 
new system has been tested on 
WTCN-TV sending and receiving | 
equipment with highly satisfactory | 
results. Two of the three largest 
set manufacturers have shown in- 
terest in manufacturing the sys- 
tem, he said, and the Fisher-Sher- 
man team hopes to close a deal 
soon with a set manufacturer. 


NBC Cuts Rates 
Almost Exactly 
As Columbia Did 


New York, May 4—National 
Broadcasting Co., as expected, will 
follow the lead of Columbia Broad- 
casting System in slashing after- 
noon and evening network radio 
rates. 

Formal announcement of the re- 
duction, which like that of the 
company’s principal AM competi- 
tor ranges from 10% to 15%, came 
yesterday after a meeting of the 
NBC stations planning and ad- 
visory committee. The effective 

(Continued on Page 81) 


e WTCN-TV officials are “very 
enthusiastic” about the system, Ir. 
Sherman said, and the station owns 
a substantial interest in the enter- 
prise. 

All present TV sets and TV sta- 
tions can use present equipment 
with inexpensive modifications for 
color, he added, estimating that, 
on a production basis, sets could be 
modified for as little as $50. 

Until sucn time as a deal is made 
with a manufacturer, the inventors 

(Continued on Page 8) 


Last Minute News Flashes 


P&G Signs Red Skelton to $10,000,000 Pact 


| dent. 


CINCINNATI, May 4—Procter & Gamble has signed Red Skelton to a 
seven-year radio and television contract which will bring the well 
known comedian “between $9,000,000 and $10,000,000,” 
Bo Roos, Red Skelton’s manager. Under the contract, Red will launch 
a half-hour TV show over NBC, starting Sunday, 
10-10:30 p.m. (EST) time slot. As for the Red Skelton radio show 
(for P&G’s Tide), currently aired over CBS, “no plans for this fall 
have been set,” AA was told. 


CBS to Buy American Broadcasting? 


New York, May 4—Most fascinating rumor of the week is the re- | 


port that Columbia Broadcasting System is discussing buying American 
Broadcasting Co. The talking price is said to be about $28,000,000 
Neither CBS nor ABC would comment on the widely circulated report. 
Sources indicated that the unconfirmed negotiations are in the early 
stages. 


Dearborn Testing Chlor-O-Creme in Chicago 


Cuicaco, May 4—Dearborn Supply Co., Chicago cosmetic manu- 
facturer, is testing Chlor-O-Creme, a face cream containing chlorophyll 
and penatrin, in Chicago. Spots on Station WENR-TV and 1,000-line 
ads in the Chicago Daily News and Tribune are being used, and Tim 
Morrow Advertising, Dearborn’s agency, reports active response has 
hastened plans for schedules in other major cities. Copy stresses in- 
ternal and external cleansing action. 


Harris Leaves Burnett, Joins General Foods 
KANKAKEE, ILL., May 4—Donald S. Harris, formerly account execu- 
tive with Leo Burnett Co., Chicago, has been named sales and adver- 
tising manager of the Gaines division of General Foods. He succeeds 
E. W. Ebel, recently named sales and advertising director of GF’s Post 
Cereals division. 
(Additional News Flashes on Page 81) 


according to} 


Sept. 29, in the) 


dor of good will,” 
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Newspaper Promotion Men See Bright 
Future, Despite TV, Other Clouds 


Hold Biggest Meeting 
in Washington; Elect 
Harding New President 


WASHINGTON, May 2—The Na- 
tional Newspaper Promotion Assn. 
wound up it largest and most suc- 
cessful meeting here today in an 
atmosphere of confidence for the 
future, but with two major prob- 
lems—television and newsprint 
shortages—still staring it in the 
face. 

Clarence Harding, South Bend 
Tribune, was elected president of 
the organization, succeeding Bert 
Stolpe, Des Moines Register and 
Tribune, who becomes a member 
of the board. Irvin Taubkin, New 

ork Times, was elected Ist vice- 
president, and Douglas Cornette. 
Louisville Courier-Journal and 
| Times, was elected 2nd vice-presi- 
Frank Knight, Gazette, 
Charleston, W. Va., will continue 
to serve as secretary-treasurer. He 
was presented with a handsome 
testimonial, signed by all members, 
as a tribute to his contributions to 
the association. 

B. I. Simmons, Tampa Tribune. 
and Otto Silha, Minneapolis Star 
and Tribune, were elected to the 
board of directors. 


@ The association's “silver shovel” 
awards, for distinguished service 
to the organization and in the 
cause of newspaper promotion, 
were presented to George Morris 
of the New York News and Court 
Conlee of the Milwaukee Journal. 

The meeting was billed as a 
“fact-finding conference,” and fea- 
tured a host of panels and discus- 
sions on research, editorial and 
circulation promotion, television, 
public events and public relations, 
revenue producing advertising 
promotions, etc. 

In addition, highlights of the 
meeting were an off-the-record 
talk by General George Marshall, 
Secretary of Defense; a luncheon 
talk by Thomas L. Stokes, Wash- 
ington columnist; a session con- 
ducted by the trade press; a dinner 
talk by George Murphy, MGM mo- 
vie star and “Hollywood ambassa- 
and a presenta- 
(Continued on Page 77) 


Price Order Relened 
in Cases Involving 
Special Promotions 


WASHINGTON, May 3—The Of- 
fice of Price Stabilization amended 
its general price freeze order to- 
day to permit upward adjustments 
for business men who were 
“caught” with abnormally low 
prices because of distress sales or 
advertising promotions during the 
base period. 

A second OPS amendment pre- 
vents changes in coupon deals 


which would increase the number 
of coupons a consumer has to sub- 
mit in order to get premiums. OPS 
said it wants to be notified before 
changes are made in coupon deals, 
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RCA Victor Buys Seven NBC Nighttime Radio 
Shows; Will Plug TV Receivers and Records 


Campen, N. J., May 2—Begin- 
ning the week of May 13, RCA 
Victor will plunge heavily into 
nighttime radio by sponsoring a 
combined time of seven half-hour 
shows weekly on the full NBC net- 
work. The programs will cover 
about half of the available radio 
listening audience six nights a 
week 

In addition to sponsoring two 
new programs, “The Private File 
of Rex Saunders,” a_ half-hour 
mystery drama starring Rex Har- 
rison, and “RCA Victor's Musical 
Merry-Go-Round,” the company 
will co-sponsor NBC's five-show 
tandem. This includes the “$64 
Question,” “The Boston Pops Or- 
chestra,” “Screen Director's Play- 
house,” “The Man Called X” and 
“The Magnificent Montague.” 

Commercial time on the RCA 
Victor shows will be devoted chief- 
ly to television receivers and rec- 
ords. In non-TV areas, these com- 


mercials will be supplanted by 
cut-in announcements for radios, 
phonographs and combinations. 


s In disclosing the new spring ra- 
dio campaign, Walter A. Buck, 
vice-president and general mana- 
ger of RCA Victor, said “this sig- 
nificant purchase of radio adver- 
tising time is a reflection of RCA 
Victor’s continued faith in the 
future and effectiveness of ra- 
dio advertising and in its ability 
to sell the many advantages of 
RCA Victor radios, television re- 
ceivers, phonographs and records 
through the medium of the 70,- 
000,000 radio receivers in opera- 
tion in American homes today.” 
RCA's tube department also has 
scheduled a blanket radio and TV 
campaign for its portable radio 
batteries. Time has been purchased 
on six radio and TV shows. The 
schedule is timed to break with 
the opening of the spring and sum- 


mer portable radio season. 

The battery promotion includes 
six sales and servicing aids for 
radio service dealers, including 
electrical window and store dis- 
plays, a sales aid kit, a special 
interchangeable type of pencil and 
a battery “factfinder.” 

The consumer schedule was 
initiated with spots on the NBC 
network tandem shows and 
“Kukla, Fran & Ollie” on NBC-TV. 

J. Walter Thompson Co. is the 
agency. 


Reports 518,000 TV Sets 

Crosley Broadcasting Corp.'s re- 
search department reports 518,000 
television sets in the area served 
by Stations WLW-T, Cincinnati, 
WLW-D, Dayton, and WLW-C, 
Columbus, as of April 1. This rep- 
resents an increase of 18,000 over 
the March 1 figure. 


Horton Gets Promotion 


Bob Horton Jr., an advertising | 
salesman for Modern Bride, New | 


York, has been appointed eastern 
advertising manager of the Ziff- 
Davis publication. 
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“Orders been coming out his ears since covering a statewide market 
of 2'% million people through the Des Moines Sunday Register.” 


Anybody with a head for business will tell you that lowa 


and the Des Moines Sunday Register are a 


ut the finest 


order-producing combination you'll find. 

Here's why: lowa income tops 5 billion dollars per year. 
As a farm market, it surpasses everything else on earth. 
Urban buying beats important cities like Boston, Cleveland, 


San Francisco. 
Here's how: You thoroughly 


urban markets with this ove top pa 


cover both the farm and 
r—the Des Moines 


Sunday Register. Here’s coverage of a whole state better 
than most newspapers cover a city. In 86 out of 99 counties 


CELESTE 1S GUEST—A Chicago Daily News reception at the Waldorf, preceding the 


Bureau of Advertising dinner which concluded the annual ANPA meeting, featured 


Actress Celeste Holm as guest. The star of “Affairs of Stafe” is flanked here by John 


Sterling (left), publisher of This Week Magazine, and John S. Knight, publisher 
of the Chicago Daily News. 


Italian Government Says ‘Rome American’ 


| New York, May 1—In a letter to 
|the New York Times published 
today, Alberto Tarchiani, Italian 
ambassador to the United States, 
says that the Italian government 
hopes that the Rome Daily Ameri- 
can, closed by the Rome police on 
|the ground that its presses were 
| too noisy (AA, April 30), will re- 
|sume publication as soon as pos- 
| sible by deadening the noise or 
| moving to another part of the city. 

The ambassador declares that 
| the English-language newspaper is 
welcomed by his government and 
|the Italian people as “a useful 
|means of news diffusion.” He re- 
peats the contention of the Rome 
| authorities that the action against 
| the newspaper on April 23 was 
| taken because its presses disturbed 
| householders in a residential area. 


e Jack L. Begon, publisher of the 
'closed newspaper, the Times re- 
ports, was asked by its Rome bu- 
reau to comment on the ambas- 
sador’s letter. 

“We are in a building that was 
constructed in 1925,” Mr. Begon 
|is quoted as saying. “It was built 
'for industrial purposes as a type 
foundry. Ambassador Tarchiani 
should know that there are no in- 
|dustrial zoning regulations § in 


Can Resume Publication—More Quietly 


Rome.” 

An Associated Press story from 
Rome said that 41 of 43 tenants 
in buildings adjoining the plant 
of the closed newspaper have 
signed a statement that the news- 
paper plant was “no bother” since 
it had been operated in daytime 
hours during the past two months. 


Exhibit Toni Fashion Doll 


Ideal Toy Corp., New York, had 
12 Paris designers create “the most 
fabulous feminine wardrobe of all 
time” for its Toni doll. The exhibit, 
insured for $50,000, was displayed 
at R. H. Macy & Co. the first week 
in May and will tour department 
stores across the country for a 
year. 


Siebler Appoints Guenther 

Siebler Tailoring Co., Cincinnati, 
has appointed Guenther, Brown & 
Berne, Cincinnati, as its agency. 
Plans include an intensive cam- 
paign for Siebler’s Akron outlet, 
Moore the Tailor, and preparation 
of a national drive for Siebler’s 
Lytle Park clothes. 


Kraft Ltd. Names Reeve 

Kraft Foods Ltd., Montreal, has 
appointed James M. Reeve, for- 
merly with McKim Advertising, as 
advertising manager. 


(THIS 10-FOOT CAPEX EXHIBIT \ 
Cumericanteurest| 


‘isOkY + CINCINNAT| 27. O80 Ane BRABMBLE O14 


conor eer rr rere 


coverage runs from 50% to 100%! 

In no county is it less than 25%! State average: 75% of 
all buying families. 

See why the Des Moires Sunday Register was 7th (1950) 
among a/l Sunday newspapers in general advertising cover- 
age? Milline rate—a modest $1.77. 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


| Made for American Fluresit Co., Inc., this ex- 
hibit is proof of the versatility and economy of 

| Capex Prefab Exhibits. Starting with basic de- 
sign No. 205 (inset), lettering, copy blurbs, 

| and facilities for mounting blow-ups, were offset by credit 
allowance for three display stands not required. This beau- 

| tiful exhibit can be used 6 or 8 times with no set-up costs. . . 


ABC CIRCULATION Sept. 30, 1950: 
Daily, 372,133—Sunday, 536,707 


THE DES MOINES REGISTER ann TRIBUNE 


Gardner Cowles, President 
Represented by: 
Osborn, Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—tos Angeles, San Francisco 


will pay for itself in lower shipping costs. 
Send for FREE Portfolio of 22 Basic Exhibit Sketches. 


PREFAB EXHIBITS 


they look expenswe 
\ CAPEX COMPANY, INC., 615 South Bivd., EVANSTON, ILL. 
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Magazines, adventure, 
action, and mystery 
dramatize a wealth 

of information . . . 
condition young 
minds to the realities 
of everyday living... 


increase their under- 
standing of science, 
people, literature, 
history, politics .. . 
help give junior’s 1.Q. 
a hypo, and add 
another dimension 

to his education. 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO =PORTLAND 


i tere Fs ft ER, lps 


“ 


a a 1 te | Be c eee 7 2 a SS a ae OO ee ee Oo oo. ae [a2 
eee) aS) Pe Bee BE e r : bel Be aap 7 ee Be 2 rg ay ea, a ae eo ae eis Neth 
Bet. Lees? ose z i ee ae an Tea ee i an = a Save Se o's aes see Oe + 2a ee Nem nts ne 
oa o Le et eS VE ae Me a ios 7 a an at ee” eo E es ae | Sa Fe ae Po. oS 
PON ais 
EA 
La 
met 
me ee 
oe 
~ 
P ' 
> om 
, * * 2g 
tk et ae fe YouSsS te, ‘a iti 3 pa et ee ae An, ae 
aoe TNS ae ee a ie ree a Se erent pe! = eee 
am a.” ae ae - ‘" ae pM. (eta tae 
7 ve =: ake fe es ' pe , pe r= nr ae my 
(ay ae OS - eae a ie a i Ss geapara 
7 “A ey a ol F : i ee re a> eae es oe by os > St : a 
Fi oe ; at ae ; ye: = hee ome bet aon 
tie oe i rs P fs k we oa: Res ae eee 
= oe: a Se: i ee oss ae 
me, eg i 7 ose RD aca bane 
Hig _ Ey : als eg st neh 
a ae fs sm Jae 2 va 
; ys ee Sat | ees : 
fs . or : ee 2 ‘e 
- : Sea igo sts en oe Ma ee 
if ae ee ll an i = es eee 
4 es 7 é ie : f a we Beds : Pi ig 
ete go 2 ae . ae. pe peg 
ae. _: ie in fens} eee ges 
ae ae ae : eS re ie | ay 
Nt gia id eee j is . oe Lone Gah 
Baa | ee can ee | es ee S 
ye Oh eee. 2 a ee a oy so 
ie: Ae? 2 oe . St ae © = = 
a as ae es - a . re ; “Y “e : <a 
4 ane. ee s >a y i , | OM ’ % s sueat 
oe ar 3 ae We es a ie aN ees eh ; — f Saha 
.- res: a BO ese ae a x , bt a ae 34: —_ 4 aay. 
ae oa aa ce : — iat | rs. : a 
whi a bh Oa gS ee: 7k gee ee : > Ay et . MPN 
a , oe el ee ‘= ee er ee SS ae )| j ek 
Me CP 4° ph + > ae oF, - 4 a Cra eee } eo 
Ee ae a. ne. : ea ee ‘S|. <4 Ams rt. 
aed Wee ee ean a te / ar ane .* 4 eRe 
vas Bags ame ee Wend = oe VS = 3%, Gee eet. en ~ “ eB 
oe ae 6 a: a e oS ay oe a = rt 
o> oa ee So ae eo! ee : ae ests 
ae _ a ok CS +e ee =. 
iy % i ee ian 9 - Pee. ah. Sa td a a iy ae ‘an ow e at ae - co 
Bice > - ecu ; o PS ae f ao he ; ae = fe: ae i: me 
‘ a oy. , » ee eee ee Pre | ote 
al a . Ys ee a “i ~ = rd 
os ’ eae a a . Sey, ’ - y 
a i es es &- ae’) <-> “ef 
ea a Be Ne Be? 
ee , ase | he ae Re oe eae ry emery 
i i : ee Sia, Me 
5s y Bae... ee a 
BR a : . am ~ se he hn 
ie x ee hs 5 ae EA 
te | t ; : ; eS ee a 
age te aa ae = is a widen 2 » ¥ 
caer, E . |: ie td. 
hae ; F oe, Sa In good Comics oe 
¥ iam * 4 oe 2 a . eat A¥S # 
eee = et oe Moo ik mg J * Fae . ae | SR ee - a 
aia a a. = - t ee : i i Es a . ee a ‘Aad F| aes 
ay ve 3 eee nid , +e oe: aes eae 2 vay * ee re ‘ | a 
ce Che. om a a i a. = on 
a op eee ce: a 2 ee ‘eo eee 
aa aes oe:  _—_—— ie ; a. a or 
i ee ae a. oe va Peer} ay ; ed 
Beer: = hiteee Seas a ee nf ~ - Pee ite - can * eae 
a ee. ae a. > es 5 F ‘ ; rah. ate a ae 
ae = ct Pots Te x) ln $s y k; ise? a © Zen 
sae i, ak ie aes ra te Sr ae es rt : : 7 Sree ees ) oe 
= a eeiete. <p aM erm eae és ios, i if : ae ‘< = elle SIs a rs, a Aa 
2 a ome 
0 a Re 
a oe ee 
as ie, . e 
mas _ en. 
Me ; me 
‘ sie 
5 ‘ 3 4 &* 
si 3 . . 2 
Fact 1 q . ae a 
tl ee ee a a ; 7 oe aan cad PS re Se “ “a 
sah a me A: ie oe , ae Caro cry ae a ee ae aS a ye) a id oy 
meri oe ae Re ae Ses en ae q . en | a ae 
Eh Sek, Se | Re ets , i, a ae 
She al i! : me sit * . ie ae - 6 Saas ~ - Sai bes 3 ks & : 
eS ; be ie z , iC 7a |) ae * fee Ue ae 
a e 5 aan as : oe ec ae O19 eek eee hl ~ ; 1 a Be ne oe } sf { 
Spek 4 Ce RE ~ he a 7.) —_—e See _ <a hiceee, ’ 3 
Zi a ae ee | eee ae ake a .. Spe ee iene | Bee 
ra ber oar VG / 2 a a 1 a Mee ak BAAR 
ae a f . ee t hy ae e bree Fie ie a tp, 
ro ty ra. | ee i be cc Auer —_ fh teat oe = ie ss bi ee aS 
oe oe oS | a a . ed ae oo ay a. 
| oer Maa re. a A Go > aa Fe i ae. ae 
i an ahr ao i ee a. Sk Pars 7 Tey ce, ‘| Te id 
? pom ae bn oe i ; 2 + eal eS y ae LD a . Mb el a . eae 
Fas eiig 5 Slat e ee i ee ca 4 : “ 
ee “ in male a * SS nit Oh a 
eae ‘ am A : eet j ae. 
a: a ae eo 
ae f oe se ie 
ee Rare aie jee 
i rece, ae ip 
a a oa: i, 
— et Fie ae chee * ae 3 
(ian i oes fia : ae * a 
Ja eee ee a al ae ae 
an : 4 py ae e. rep 
con i. ict Ca ae : ee ere 
fine : hy 5 ; : ne oe 
a ih r ars Sa 
oe ay bah Tae 0 : een ee: 
ye %. i ee Tee ’ = eee Sl 
= : _ ae Seer é shales. ae i: ee ° : ie , 
ie 5‘) eed = : es i 2 ‘ pthee 
eee oes ie ee Bec G aie + | ie 
oa po As ae i . i= we 
haa Seo) een pose = a i con » aie ie : Re.) 2 eek a > 
ae pail es) roe Pao a ; ere: eae iM. 
Se oe ae Aas a 1 % : Woe: i eee ae 3 ae 
, ee ers re a — $ 2, a, “yo: © Pils 
Bae ae) eee ae aes ae ; £3 pee SS ees ie Sy 
7 — SS — “S 
a es =e . ek ingly ee : ae See mR So ih 
an awe gt a maid ay 3 —_ a ‘2 Ag E - te “ieee 
{ ae or a te ee = . esis yes: “oe Some 
sen Bak ca _— pee 28 ‘a neh 
) Lae a. ee ee : ce. CU ee ei, | 
ate Bie 5 ee 3 ee ‘ lek i eee : | acs aan ; ay 
a i iS > ee 
- eee me i 
am © > eee. Ste ie) “i 
eh : es ae Saar 4 s 
ee , - — om ga 
Pes: pe pene ¢ aa 
oe. E en WE i oop rey 
a | | a ee 
1S ey a Go 12S my 
pee - ‘ qo eo 
ee) pen a Se ee 
es . | ee oi 
: a it: aa aie ae : i F ew BS oe so 
a oe: a ‘ie vee sap . ae ae be een ee ae 
ae oe. ae oe a _ es we 
ne Sr. ee a ; ae ee ees ae 
oo aaa. ae es ' a u a baer 5) > eee 
f ae og te =a eo a a = emia ca Reg 
poe ieee | OR Se aa oe Re P. a am vonage 
ives op ee os RES SE aa os 5 ig a ; sw nee re ae 
ped ane eee. ae re ei B fo 4.7m aes * os eee rh nae 
par es’ ae ee bs Beers > ae ae fo eines it Saad 
f fragt 
. eat 
5 Bi SR 
. re ee 
Kae 
= aga 
iy Bo ¥ i . ‘ 1 : en os ee 
6 gral tees ear a ee a ee: ; Ha = S ae Se ek eS ie Peel: hs Re ue lc gt cent, 
ee ee 20: ee Sh se ae. aa a Pot so Se ee a en ie ee VERT Se ie ge 


Advertising Age, May 7, 1951 


Mactadden Elects 
Officers: Sammis 
Is Editorial Chief 


New York, May 1—A seven- 
man board of directors and a slate 
of six officers were elected to head 
Macfadden Publications at the cor- 
poration’s annual meeting here. 

The officers are: Harold A. Wise, 
president; James L. Mitchell, vice- 
president and director of advertis- 
ing; Fred Sammis, vice-president 
and editorial director; Meyer 
Dworkin, secretary and treasurer; 
Alfred Hill, assistant secretary; 
and George Biddulph, comptroller. 

Members of the board are: Mr. 
Wise, Mr. Dworkin, Ernest O. 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for ever 55 yeors 
90 Fifth Ave., New York 11 
OR 5-3523 


When you 
need 


RECENT 
BIRTH 
LISTS 


Machlin, Irving S. Manheimer, Ed- 
ward McSweeney, Joseph Schultz 
and A. A. Whitford. 

Mr. Manheimer and Mr. Machlin 
are new to the board. The former 
headed the group which recently 
acquired control of the corporation 
and is president of Macfadden 
Publications International. Mr. 
Machlin, vice-president of the W. 
F. Hall Printing Co., was one of 
the group which obtained working 
control of the corporation with Mr. 
Manheimer. 


e Mr. Sammis succeeds Ernest V. 
Heyn as editorial director, a post 
the latter resigned in March (AA, 
March 12). Following his election, 
Mr. Sammis announced the fol- 
lowing lineup of Macfadden edi- 
tors: Adele Whitely Fletcher, Pho- 
toplay; Doris McFerran, Radio & 
Television Mirror; Edward Fitz- 
gerald, Sport; David Dressler, 
Saga; Joseph Corona, managing 
editor, True Detective; and John 
Shuttleworth, consulting editor, 
True Detective. 

Mr. Sammis also named an edi- 


Next Week: 
The fourth annual 
“Market Data Number’ 
and the largest issue 
Advertising Age 
has ever published. 
Don’t miss it! 


torial board to work with him in 
editing Macfadden’s four romance 
magazines, True Story, True Ro- 
mance, True Love Stories and True 
Experiences. The board comprises: 
Helen Irwin Littauer, story editor; 
Ann Daggett, non-fiction editor: 
Virginia Rapp, contest editor; Nina 
Sittler, makeup editor, and Mar- 
jorie Sneden, control editor. 

All of Mr. Sammis’ staff ap- 
pointments, in keeping with com- 
pany policy, were made from per- 
sonnel within the Macfadden or- 
ganization. 


Delta Names Brown Ad. 
Sales Promotion Head 


Richard J. Brown has been ap- 
pointed advertising and sales pro- 
motion manager of the Delta pow- 
er tool division 
of Rockwell Mfg. 
Co., Milwaukee. 
He will assume 
his new duties at 
the division’s 
Milwaukee head- 
quarters on May 


Previously, Mr. 
Brown has been 
director of ad- 
vertising and 
sales promotion 
of the Crane 
Packing Co., Chicago. Before join- 
ing Crane, he was assistant to the 
advertising manager of the build- 
ing materials division of Arm- 
strong Cork Co. 


Richard Brown 


Young Named President 

F. W. Young, president and gen- 
eral manager of Canada Foils Ltd., 
Toronto, has been appointed pres- 
ident and managing director of 
Modern Containers Ltd. there. 


to the oll fields 


A wonderful new fashion show was 


held in Paris... 


One week later, the same show was 


staged —in Texas! 


The piace was Neiman-Marcus of Dal- 
las, one of the most remarkable stores in 
the world. Though hundreds of miles 
from the “fashion capitals, 
exclusives from more top designers than 


they sell more 


any other store in the U. S. 

After new Paris creations arrive in 
New York, it’s only a matter of hours be- 
fore they're displayed in the N-M salons! 

Want to know their secret? 

When Neiman-Marcus want a fashion 
scoop, they bring their high-fashions in 
at high altitudes. They use Air Express! 

You don’t have to be a Texan to want 
the fastest service in the world. Your 
business doesn’t have to be fashions to 
profit from regular use of Air Express. 
Here are its unique advantages: 


IT’S MORE CONVENIENT —One call to 
Air Express Division of the Railway 


Express Agency arranges 


IT’S FASTEST — Air Express gives the 
fastest, most complete door-to-door pick 
up and delivery service in all cities and 
principal towns, af no extra cost. 


IT’S DEPENDABLE — Air Express pro- 
vides one-carrier responsibility all the way 
and gets a receipt upon delivery. 

IT'S PROFITABLE—Air Express expands 
profit-making opportunities in distribu- 
tion and merchandising 

For more facts call Air Express Division 
of Railway Express Agency. 


“SAR ORES 


GETS THERE FIRST 


Senate Committee 
Winds Up Hearings 
on Postal Rates 


WASHINGTON, May 2—The Sen- 
ate post office committee's hear- 
ings on increased rates on periodi- 
cals and direct mail matter were 
finished today following a dra- 
matic session in which the depart- 
ment’s former budget chief charged 
that “top officials” ignore evidence 
of widespread inefficiency in the 
nation’s big post offices. 

Appearing at the invitation of 
the committee, James J. Duran, a 
veteran of 44 years in the depart- 
ment, said handling costs for first 
class mail alone could be cut by 
$45,000,000 merely by seeing that 
the 20 largest post offices matched 
the low unit costs reported for 
Dallas. 

As he completed his statement, 
Deputy Postmaster General Vin- 
cent Burke, also seated at the com- 
mittee table, said postal officials 
investigated unit costs at the 20 
top offices and 38 additional post 
offices, and found that handling 
|} expense varied widely because of 
at least 19 major variables. 


. Asserting that Mr. Duran was 
| aware of this, he read a letter, al- 
| legedly written by Mr. Duran be- 
| fore his retirement, which said the 
| statistics on handling costs “might 
be abused” by anyone who wished 
to attack the department's man- 
| agement. 

| A mild mannered man, Mr. 
| Duran had no prepared statement. 
He sat to the right of Sen. Everett 
| Dirksen (R., Ill.) and testified in 
| answer to questions by Sen. Dirk- 
|sen. Mr. Burke, who sat to Sen. 
Dirksen’s left, was asked to com- 
| ment on each answer. 

Under questioning, Mr. Duran 
said the department had only 21 
on its budget staff during his term 
as chief budget officer. He said 
the budgeting process amounted to 
little more than adding up the 
requests of the various bureaus. 


@ He attacked the department for 
failure to take subsidies into con- 
sideration before assigning “de- 
ficits” to various classes of mail. 

Under questioning by Sen. Dirk- 
sen, he estimated that “200 plus” 
offices “subsidize” 39,000 second, 
third and fourth class offices 
“which wouldn’t pay their way 
even if the rates were doubled.” 

Asserting that these post offices 
are indispensable to rural com- 
munities, he contended “Congress 
should recognize this as a fixed de- 
ficit and appropriate $200,000,000 
a year to cover the cost.” He also 
pointed to transportation subsidies 
which are included in the depart- 
ment’s operating costs. 


e Asked to comment, Deputy Post- 
master General Burke said the de- 
partment “rejects” Mr. Duran’s ap- 
proach. While it is willing to sub- 
tract transportation subsidies be- 
fore arriving at a deficit for rate- 
making purposes, it does not feel 
that Congress should subsidize the 
second, third and fourth class of- 
fices. 

“The postal service must be 
viewed as a whole,” Mr. Burke 
argued. “The revenues of these 
small offices may be small, but 
without these small offices to de- 
liver the mail, there would be no 
New Yorks, Chicagos or Bostons.” 

Like the House committee, 
|which ended its hearings last 
| month, the Senate committee will 
go behind closed doors to decide on 
a rate bill, if any. 


ADDRESSING Service 


Capable of Handling Unlimited Quantity 
Offers: 
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POWER | 


.look at that 
boy's net work! 
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If you want to sell your product or service to 
the MOST PEOPLE in the Far West, you better buy 
time on the NBC Pacific Coast Network! 


Maybe you're using TV. Sure, it’s great, but TV is only 
in 4 Coast cities—and you’re limiting your sales message. 
If you’re selling something with mass appeal, you want 
to reach the entire Pacific Coast market. Only network 
RADIO delivers the maximum number of prospects. 


Here on the Pacific Coast, where population has zoomed 
to 14'4 million, 98% of the homes—or all that count—are 
radio homes. And by telling your story on NBC Pacific 
Coast Network, you reach up to 83.5% of all radio homes! 


ee ae Fee = 


No other network, nor representative group 
of magazines, nor newspapers can claim such saturation 
of this great, rich, mass market. 


Choice network time can be purchased on the 

NBC Pacific Coast Network. Our sales 
representatives will be glad to give you all the facts. 
Consult your nearest NBC Sales Office today. 


WESTERN NETWORK 
NATIONAL BROADCASTING COMPANY 


mem ~=HOLLYWOOD + SAN FRANCISCO + CHICAGO +» NEW YORK 
~~ A division of Radio Corporation of America 
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Beck Budgets in Newspapers 
A. S. Beck Shoe Corp., New 

York, is placing all its spring and 

summer advertising in 84 daily 


Photograph 2 
Assignments covered trom coast to coast tof 
Advertising, editorial and research purpeses. 


Sikes 


38 PARK Place weWank 2M 


Write for booklet 


and Sunday newspapers in 60 
cities. A total of 800,000 lines will 
be used in 400-line to 1,500-line 
ads. In ten key cities the linage for 
the first six months of 1951 will 
total 280,000 lines. Dorland Inc. is 
the agency for Beck, which has 
133 stores. 


Davis Named Provident AM 
Marion L. Davis, assistant ad- 
vertising manager of Provident 
Life & Accident Insurance Co., 
Chattanooga, has been named ad- 
vertising manager of the company. 


Crime Group Tells 
Businesses to Oust 
‘Hoodlum’ Elements 


WASHINGTON, May 1—Charging 
that “hoodlums” have infiltrated 
at least 50 areas of business activi- 
ty, the Kefauver Crime Committee 
called on industry today to fire 
distributors who have criminal 
backgrounds. 

The committee said “infiltration” 


is particularly common in the 
liquor industry. It pointed out that 
there seems to be “a natural af- 
finity of underworld characters” 
for the distribution of juke boxes, 
vending machines and slot ma- 
chines. 

The committee said all major 
distillers and “some” of the lead- 
ing breweries have granted fran- 
chises to hoodlums. It reported 
that the liquor industry takes the 
position that it is up to the govern- 
ment to get the hoodlum element 
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Says... 
More than a half million dollars a ; 
day are spent in Rockford by the 80,787 families who read the Rockford ’ 
# newspapers (and it’s 95,024 families with the Sunday Star). ee 
ae 
That is the audience and purchasing power which is yours as an advertiser eee, 
| in the Rockford Morning Star and Register-Republic. f i 


Send for a free copy of the Fifth Annual Survey, ‘How Rockford 
od Consumers Buy’’, a study of buying habits, brand preferences, 
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ABC 


e: 126,876 CITY ZONE 


ABC RETAIL 
TRADING ZONE 


403,500 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC, 
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Advertising Age, May 7, 1951 
out of the business. 


@ But the Kefauver group pro- 
tested: “While no industry can 
control the character of those who 
deal in its products,” it said, “any 
industry has a responsibility for 
the character of the distributors 
holding exclusive franchises.” 

Advertising, newspapers, radio 
and TV were mentioned among the 
industries “infiltrated” by the un- 
derworld, but the report did not 
document the infiltration. 

The known instances of infiltra- 
tion in advertising and media are 
believed to be relatively unimpor- 
tant. According to reports here, 
Kefauver investigators ran into 
hoodlum-advertising relationships 
in two instances, neither involving 
reputable agencies. 

One was in the Midwest, where 
“a Cleveland mobster” was found 
to have money in an “agency.” 
The other was in the South, and 
involved association with hood- 
lums, without clear evidence that 
the hoodlums participated in the 
business. 


@ In its hearings, the committee 
questioned the relationship of Sta- 
tion WMIE, Miami, and Edward 
McBride, who is termed “nominal 
owner” of Continental Press, a 
gambling news service. The case 
was referred to the Federal Com- 
munications Commission. Com- 
mittee sources also say McBride 
had newspaper investments, and 
once owned papers in Sandusky, O. 
As one instance of hoodlum 
participation in the liquor business, 
the committee mentioned Joseph 
Reinfeld, “‘a notorious bootlegger 
during prohibition,” who is ex- 
clusive distributor in 38 states for 
Gordon’s gin, and exclusive im- 
porter for Haig & Haig whisky and 
Piper Heidsieck champagne. 
Another instance, in Kansas 
City, involved Joe and Vincent Di- 
Giovanni, “notorious hoodlums,” 
who hold exclusive franchises for 
several leading brands, including 
Schenley’s and Seagram’s. 


8 In Chicago, the committee said, 
“the Canadian Ace Brewery is 
controlled by Alexander Green- 
berg, who was an associate and 
backer of many Capone syndicate 
members.” 

In another section of its re- 
port, the committee commended 
the press and radio for its coverage 
of the investigation, and compli- 
mented “the dignified and re- 
strained handling” of broadcasts 
by TV stations and networks. 

The committee said TV “can un- 
doubtedly be a tremendous power 
for good,” but that its employment 
involves serious consideration of 
many new factors. The committee 
feels a code of congressional pro- 
cedure should be worked out so as, 
among other things, to insure the 
continuing dignity and maximum 
effectiveness of legislative pro- 
ceedings which might be te!evised, 
as well as to preserve the constitu- 
tional rights of the citizens. 


GE Tests TV Transmitter 


General Electric Co. is testing 
an ultra high frequency television 
transmitter designed especially for 
small town stations. Projected sale 
price of the 2-watt unit is $75,000 
to $100,000. The power output of 
the transmitter could be increased 
to 100 KW, if its user desired to 
expand his coverage, by adding an 
amplifier. 


Marine Magazine Published 

Ships & Sailing, a marine 
monthly published by Kalmbach 
Publishing Co., 1027 N. 7th St., 
Milwaukee 3, will be inaugurated 
this month with the June issue. 
Ward Zimmer is advertising man- 
ager for the magazine, which will 
sell for 50¢. 


Gives Detroit TV Set Sales 


Station WXYZ-TV, Detroit, re- 
ports 464,135 television sets in the 
Detroit area as of April 15, an in- 
crease of 27,106 in the past month. 
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r % Write for free new 16-page brochure, designed by KLING for government 
. : agencies and manufacturers. This brochure also portrays, by departmental de- 
scription, the many facilities that advertisers and advertising agencies use daily. 


A MODERN BUILDING LOADED WITH TALENT FOR SERVING AMERICA’S ADVERTISERS 


ee, 


These two photos show why KLING can make a 


statement such as this! A complete department 


of specialists in retouching and mechanical 


STR Cr ee ge x 
: ‘ 7 
" Si “ 


assembly, that can handle any job from a post card 


to a large display, is yours for the asking. 


And, in addition, if you desire any of the other 
facilities that only KLING can offer, they are 

all right at your fingertips—under one roof—and all 
the details are followed through by highly trained 
personnel, that give each and every job their 
maximum individual attention. For your next job use 
KLING and be sure of a job well done! Write or 

call KLING today, and a representative will be glad 


to discuss your problems at your convenience! 
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601 NORTH FAIRBANKS COURT * CHICAGO + DElawore 7-0400 
BRANCH OFFICES: DETROIT: 1928 Guardian Bldg. WO1-2500 NEW YORK: East Sist St. El 5-7336 
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Nielsen Answers 
Sindlinger Suit; 
Asks $2,250,000 


PHILADELPHIA, May 1—A. C. 
Nielsen Co. filed a $2,250,000 coun- 
terclaim here yesterday to the 
patent and monopoly suit insti- 


tuted against it more than a year 
ago by Sindlinger & Co. 
In 


its counterclaim, Nielsen 


seh ee 
a&: 

> a en ee 
**tis my story, 

| Saving widow 
1S A DAILY HABIT WITH US 


Ads typeskilled by WALK have no 
Request scopyef 9 ® widows —offer amoother reading 


e 


New Markets cause no break in thought by jolts of 
uneven spacing — give tenmon relief 
through emphasis of proper words. 


JAY P. WALK, 11 E. Hubbard Street, Chicago 11, iil. 


stated that the Sindlinger suit was 
a “malicious and fraudulent con- 
spiracy by the plaintiffs to coerce 
A. C. Nielsen Co. into granting 
Sindlinger & Co. a license to op- 
erate under Nielsen patents at a 
nominal cost, and to coerce A. C. 
Nielsen into buying out the plain- 
tiff’s ‘unsuccessful and worthless’ 
business at an exorbitant price.” 


@ In the original suit filed in Phil- 
adelphia against both A. C. Niel- 
sen and C. E. Hooper Inc., Sind- 
linger asked $2,500,000 damages 
for alleged attempts of the two 
radio audience measurement com- 
panies to monopolize the rating 
field. In March the court reduced 
the possible damages limit to $1,- 
500,000 (AA, March 5). 

Albert Sindlinger, head of 
Sindlinger & Co., also charged in 
the original suit that Nielsen had 
filed patents on electronic measur- 
ing systems that Sindlinger helped 
develop in 1934 and 1935. These 
systems were developed, Mr. Sind- 
linger claimed, in cooperation with 
Harold R. Reiss, who is now pres- 


ident of Electronic Measurement 
Corp., which has licensed Sind- 
linger to use its patents. 

Counsel for Mr. Sindlinger last 
month claimed a “victory” in the 
case when Judge Guy K. Bard 
threw out a Nielsen motion which 
the plaintiff considered a delaying 
tactic, and finally ordered Niel- 
sen’s attorneys to file a reply to 
the suit. 


s The Nielsen counterclaim of $2,- 
250,000 breaks down as follows: 
$125,000 for costs incurred in de- 
fending the plaintiffs’ suit, $500,- 
000 for damages caused to Nielsen 
by alleged rumors spread by the 
plaintiffs against the Nielsen com- 
pany, and $500,000 for damages re- 
sulting from the amount of time 
required of Nielsen executives and 
employes to defend the company 
against what is characterized in 
the counterclaim as the “malici- 
ous, fraudulent and oppressive ac- 
tion of the plaintiffs.” 

The remaining $1,125,000 
claimed consists of “exemplary 
and punitive damages designed to 


punish the plaintiffs for their un- 
lawful activities.” * 

In an earlier story on the con- 
troversy (AA, March 26), ApvEr- 
TISING AGE was wrong in reporting 
that Henry A. Rahmel, vice-presi- 
dent in charge of engineering for 
Nielsen, had worked for Sindlinger 
“for three or four months a few 
years ago.” Mr. Rahmel never was 
associated with the Sindlinger or- 
ganization in any way. 


Union Pacific Goes on TV 

Union Pacific Railroad has 
signed to sponsor “Singing Rails,” 
a half-hour Sunday musical pro- 
gram on Station KTSL, Los Ange- 
les. The railroad also will sponsor 
Wednesday news analyses over 
KTTV, Los Angeles, starting May 
9. Caples Co., Los Angeles, is the 
agency. 


Seattle Agency Formed 
Evergreen Advertising Agency, 
Terminal Sales Bldg., Seattle, has 
been formed under the direction 
of William Pyatt, formerly mer- 
chandising manager of Seattle 
Times’ national advertising. 
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in iowa, WHO its tHe 
PREFERRED Sports Station 


One of the significant trends in Program Popularity in 
Iowa is the increasing interest in Sports. Since 1946, Iowa 
women have raised their preference rankings for Sports 


WilO 


+ for lowa PLUS + 
Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


” FREE & PETERS, INC. 
National Representatives 


from eleventh place to seventh; in 1950, 


| — aa, 


799 


72.7% stated that 


they “usually listen” to Sports. By the same token, Iowa 
men have raised their ranking of Sports from fourth place 
in 1946 to third in 1950, with 80.09% “usually listening”. 


Ws 


STATIONS 
PREFERRED 
FOR 
SPORTSCASTS 


29.9% 


In lowa, Sports are one of the important elements in any 
station’s ability to build and hold an audience — and far 
more lowa people prefer WHO for Sports than prefer any 


other station. 


This is Point Two in the Five-Point System of Program- 


ming Evaluation, which helps explain WHO's outstanding 
position as a public facility and as an advertising medium, 


in Towa 


Plus. 


We suggest your consideration of this and 
the other four points as vital factors in time-buying. 


Advertising Age, May 7, 1951 


Minneapolis Men 
Invent New System 
of Color Television 


(Continued from Page 1) 
will not reveal any details of their 
new color system. 

Mr. Fisher, 44, has been techni- 
cal director of WTCN-TV since 
1936, and prior to that was asso- 
ciated with Federal Radio Com- 
mission. 

Mr. Fisher, 55, has been a color 
photographer and printer in the 
Twin Cities for many years. 

RCA TRIES COLOR TV 
DURING OFF HOURS 


New York, May 3—One surprise 
maneuver on the color television 
front this week was made by Ra- 
dio Corp. of America, which 
started airing experimental color- 
casts over WNBT, New York. 

The color pictures were tele- 
vised, without previous announce- 
ment, before the usual sign-on 
hour of the station. Viewers, who 

| turned on their sets, were able to 
pick up the pictures in b&w. Pres- 

|} ent b&w sets would require a con- 
| verter to pick up the telecasts in 
color. 
| The experimental color telecasts, 
| believed to be the first in this area 
by RCA, were started originally as 
an engineering test for equipment 
| that has just been installed. How- 

ever, they are expected to be con- 
| tinued indefinitely in time periods 
| outside Channel 4’s programming 
| hours. 

It is likely that the company 
will make some sort of form an- 
nouncement concerning the ex- 

| perimental telecasts later. 

| The major news flash on color 

| television, however, is still to 

come. This will be the decision of 
| the Supreme Court, now deliber- 
ating on the question, in RCA's 
suit to upset the Federal Com- 
| munications Commission's decision 
authorizing the color telecasting 
system of Columbia Broadcasting 
System for use commercially. 


NEW TV TUBE REDUCES 
USE OF SOME COPPER 


Cuicaco, May 3—American 
Television Inc. here today unveiled 
a new 21” television tube which 
| eliminates the need of a focusing 
| magnet. 

This development will eliminate 
about two pounds of essential steel 
and copper, according to U. A. 
Sanabria, the company’s president. 

Initial output of the new tube 
has been contracted for by Majes- 
tic Radio & Television, Brooklyn. 
Leonard Ashbach, board chairman 
and president of Majestic, said at 
a press conference this afternoon 
that his company has planned an 
extensive advertising campaign 
built around the tube, to begin in 
June. 


e@ Local advertising for American 
Television's sets incorporating the 
tube will start in the next two 
weeks here. The company is pres- 
ently using a heavy schedule of 
full-page, b&w ads in the Chicago 
Sun-Times 

In addition to saving essential 
materials, the tube is said to pro- 
duce “the most extreme depth of 
focus ever devised, being in focus 
all around the corners over nearl|y 
2” in depth.” No circuit changes 
are required in adapting the tube 
to existing sets. 


Centaur Starts Ad Drive 

The Centaur-Caldwell division 
of Sterling Drug Co., New York, 
will start an advertising campaign 
on May 13 for its Campho-Phen- 
ique powder for athlete’s foot. Ads 
will appear in This Week Maga- 
zine and in Sunday newspapers in 
selected markets through August. 
Thompson-Koch Co., New York, 
is the agency. 
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STORE FRONTS reflectorized with ‘“Scotchlite’” Sheeting 
keep your name alive all through the night, mark your 
establishment in the minds of potential customers. 


WEST 


BILLINGS 


IN SALES IMPACT - 


“SCOTCHLITE” Reflective Sheeting 
brightens the night in dozens of ways 


AULA 


OVERHANGING SIGNS can stay on the job 24 hours a day 
telling people who you are, where you're located, what you 


have to sell. Boost your business night and day! 


ot UO walay ie = ; ey ie ? 


AIRLINES _ 


MILWAUKEE DETROIT 


On night-darkened highways, signs made with 
“Scotchlite” Reflective Sheeting put on a glorious 
display of color without distraction of any kind. 
Trees, buildings, ordinary signs fade into the 
darkness to provide a backdrop for the center- 
of-the-stage performance these sparkling signs 
put on every night, all night long. 

No costly illumination or maintenance is re- 


quired—car headlights alone make these signs 
leap into deep, vivid color. Motorists begin 
watching these brilliant displays as far as half a 
mile away! 

Want more details about the “SIGN OF 
SUCCESS”? Just get in touch with your local 
sign plant, or write us direct at Dept. AA 51, 
Minnesota Mining & Mfg. Co., St. Paul 6, Minn. , 


Nea-iti 4 i 4 “SCOTCHLITE™ 
wre Refiective Sheeting 
Cost Per Month $10 $20 $13 
=~ 12 hours 18 hours 24 hours 
Vulbiity (6AM—6 P.M) (6AM—Midnight) (¢AM—6 AM) 
Exposed Circulation 
Per Month 137,500 196,500 213,500 
Cost Per M 7¢ 10¢ ¢ 
6 THE SUCCESSFUL MEDIUM used by successful busi- 
“THE SIGN OF SUCCESS” gives you the lorgest number of lockers ever nesses in all parts of the country. 
the longest period of time at the lowest cost per looker. Made in U.S.A. by MINNESOTA MINING & MFG. CO., St 
Paul 6, Minn., also makers of “Scotch” Brand Pressure-sensitive 
Tapes, “Scotch’’ Sound Recording Tape, *Underseal” Kubberized 


GREATER IMPACT at lower cost—that’s the reason the “SIGN OF 


SUCCESS” is winning new friends all the time. 


Coating, “Safety-Walk" Non-slip Surfacing, “3M" Abrasives, 
“3M” Adhesives. General Export: Minn. Mining & Mfg. Co, 
International Division, 270 Park Avenue, New York 17, N. Y 


LARRY'S 

MOTOR 
 |SERVICE 
|General Repairin 


CURB SIGNS of “Scotchlite’’ Sheeting are 
illuminated by car headlights at amazing 
distances, help channel extra business 
through your doors. 


CHRYSLER 
PLYMOUTH 


REMINDER SIGNS at intervals along the 
highway keep motorists posted about 
where to go in unfamiliar towns for car 
service, food, lodgings, entertainment. 


TRUCK REFLECTORIZING has reduc 
nighttime accidents, won enthusias 
public approval. Trademarks go eve 
where, are seen by everyone on the roa 


IN DANGER AREAS, “Scotchiite’’ Sheet- 
ing is depended upon by safety officials to 
warn onl protect motorists with its match- 
less long-range visibility. 


GREYHOUND COACHES, passengers and 
drivers are safeguarded at night by reflec- 
tive striping and emblems of sparkling 
“Scotchlite”’ Reflective Sheeting. 


TURN THE PAGE. . . for more news 
about “SCOTCHLITE” Reflective Sheeting. 
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These Users Agree: It's the 


“SIGN OF 
SUCCESS” 


“WE HAVE RECEIVED many complimen- 
tary reports from our distributors and 
retailers on the outstanding appearance of 
our signs made with ‘Scotchlite’ Sheeting,” 
says J. A. Pchola, secretary of Fuhrmann 
& Schmidt Brewing Co. ‘The benefit of this 
advertising is evidenced by the increase 
in cur business in the Eastern Pennsyl- 
vania area where we have 75 such signs.” 


arioad 
APPLES-CHERRIES 
“Follow Highway 50-1 MI. 


PEARS ¢ 


“SINCE MY REFLECTING SIGNS were in- 
lled, my trade has expanded from a 
al area to include Kansas, Nebraska, 
yoming and Texas,’’ writes Leonard 
ntley, of Bentley Farms, Canon City, 

Golo. “It’s impossible to say just how 
ny carloads of fruit and vegetables 

md sold as a result of these signs.” 


“EVERY PASSING MOTORIST gets a deep, 
lasting impression from this unique reflect- 
ing sign,”’ writes L. M. Chaffee, of Chaffee 
Sign Service, St. Albans, Vt. ‘“This client 
is anxious to have more of these displays 
as fast as we can produce. We feel that for 
immediate, profitable results ‘Scotchlite’ 
Sheeting is the payoff—and our clients 
say the same thing.” 


“IT'S THE MOST VERSATILE sign material 


we've ever ,”’ says Walter Nesper, of 
Nesper Sign Co., Cedar Rapids, Ia. “‘Major 
changes in night-and-day displays are easy 
with ‘Scotchlite’ Sheeting. This Christmas 
panel, for instance, worked 24 hours a day 
yet involved no wiring or lighting.” 


—_— oe 


FOR MORE NEWS obout “SCOTCHLITE” 


Reflective Sheeting see preceding page. 


‘- 
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"NIGHT AND DAY, our sparkling signs 
attract motorists—and advertisers— 
with a display of brilliance no other 
sign material can match,” writes Ben 
Blinn, Columbus, Ohio. “ ‘Scotchlite’ 
Sheeting has had a big part in the 
growth of our business from a $35 shoe- 
string to a current Dun & Bradstreet 
rating of $125,000.” 


STORAGE AND MOVING 
: - fae 


“OUR REFLECTIVE SIGNS outpull all 
other media combined,” says Ric’ 
LaBelle of LaBelle Safety Storage & 
Moving Co., Minneapolis, Minn. Be- 
sides bringing in a steady stream of 
customers, these signs produce letters 
every month from other advertisers 
wanting to know what gives the LaBelle 
signs their sparkling brilliance. 


“WE HAVE TESTED many kinds of re- 
flectorizing methods, and ‘Scotchlite’ 
Sheeting seems to do the most effective 
job at the lowest cost to us,” says Paul 

. Van Hoven, president of the Duluth, 
Missabe & Iron Range Railway, con- 
sistent winner of the Harriman Safety 
Award and National Safety Council 
Awards for the past 28 years. 


Colorful night and day... 
and inexpensive, too! 


Roadside signs, place-of-purchase bulletins, 
overhead signs, wall signs can now be reflector- 
ized in full color at a fraction of former cost, 
thanks to a simple new system. Transparent 
colors are painted or silk screened on an over- 
all background of silver ‘‘Scotchlite” Flat-Top 
Reflective Sheeting. These new colors look opaque 
by day. At night they reflect headlight beams 


hs 


TRUCKS ~— 


HERE ARE A FEW of the familiar trademarks that blaze on the nation’s 
highways every night, reproduced in their true colors with “‘Scotchlite”’ 


Sheeting and transparent colors. 


in deep, vivid color . . 
show for every motorist on the road. 

Call your local sign plant for full details about 
this new low-cost way to produce colorful reflect- 
ing signs, or we'll be glad to give you the whole 
interesting story direct. Write Dept. AA 51, 
Minnesota Mining & Mfg. Co., St. Paul 6, 
Minnesota, and we'll rush you complete details. 


. put on a sales-building 


SIGN of 
SUCCESS 


USED IN ALL 48 STATES on traffic signs, advertising 
displays, trucks and buses, railroad cars and Diesels, 
grade crossing warnings. 


Made in U.S.A. by MINNESOTA MINING & MFG. CO., St 


Paul 6, Minn., also makers of “Scotch” Brand Pressure-sensitive 


Tapes, “Scotch” Sound Recording Tape, “‘Underseal’’ Rubberized 
Coating, “Safety-Walk"” Non-slip Surfacing, “3M” Abrasives, 
3M" Adhesives. General Export: Minn Mining & Mfg. Co., 


International Division, 270 Park Avenue, New York 17, N. Y 
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Advertising Age, May 7, 1951 


BAB’s Ryan Calls 
for Support from 
Networks, Stations 


New York, May 2—William B. 


Ryan, president of Broadcast Ad- | 


| Food Fair Promotes Marcus 

Myer B. Marcus, vice-president 
and director of store operations of 
Food Fair Stores Inc., Philadelphia, 
has been named to the new post 
of executive vice-president of the 
company. He has been with the 
company for 20 years. 


vertising Bureau, has called on) 


networks and affiliates to unite 
and support the BAB’s efforts to 
further their common cause—the 
“welfare and future prosperity of 
their medium.” 

Mr. Ryan called attention to the 
networks’ and affiliates’ differ- 
ences over rates as a “superb but 
unfortunate illustration of how 
badly radio needs a strong and ef- 
fective BAB.” He said BAB is the 
only organization capable of im- 
partially serving the needs of the 
whole industry. 


@ “This is the industry’s oppor- 
tunity,” Mr. Ryan said, “to place 
radio in its true perspective and 
assess its true status as an adver- 
tising medium. Whatever decisions 
are arrived at in the course of the 
next few days and weeks should 
have the full support of both sides 
in this controversy; otherwise there 
is grave danger that we shall pro- 
long indefinitely a situation that 
can only hurt radio sales by creat- 
ing confused impressions about ra- 
dio among advertisers. Some fact- 
finding or reexamination of the 
medium may be needed to help 
resolve the present confusion. 
Given the proper support, and the 
wholehearted cooperation of all 
concerned, BAB stands ready to 
provide it. 

“Radio now has within its grasp, 
through BAB, the ideal solution to 
the present crisis that is dividing 
the medium and affecting its de- 
velopment. All that remains is for 
the industry to back the BAB to 
the hilt, financially and morally, 
and then to make full and proper 
use of its facilities.” 


Altes Golden Lager Bows 


Altes Brewing Co., Detroit, in- 
troduced its new Golden Lager 
beer with full-page, two-color ads 
in metropolitan Detroit dailies. 
Out of town papers carried 1,000- 
line ads, and the drive was supple- 
mented by car cards, radio and 
TV spots and a television show. In 
using outdoor, Altes utilized a 
combination of Day-Glo and fluo- 
rescent paints to insure both day- 


time and nighttime impact. Mc- 
Cann-Erickson, Detroit, is the 
agency. 


Appoints Marion Harper Jr. 


Marion Harper Jr., 34, president 
of McCann-Erickson, has been 
named publications chairman of 
the Young Presidents Organiza- 
tion, New York, a group seeking 
to support the incentive state (see 
Page 58). The 140 YPO members 
will reportedly be asked to con- 
tribute $1,000 each for an ad cam- 
paign advocating free enterprise 
when YPO holds a convention May 
18 at Virginia Beach. 


Appoints ]. Hayden Twiss 


Genera! Industrial Development 
Corp., manufacturer and designer 
of industrial and process equip- 
ment, has named the House of J. 
Hayden Twiss, New York, as ad- 
vertising agency. 


Weiss & Geller Appoints Two 
Max Tendrich has been named 
director of media, radio and tele- 
vision by Weiss & Geller, New 
York, succeeding Lester J. Mallets. 
Dorothy Wender has been ap- 
pointed space buyer of the agency. 


General Card Names Grant 
Paul Grant Advertising, Chica- 
40, has been named by General 
“ard Co., Chicago, to direct the 
idvertising and sales promotion of 
ts line of personalized greeting 
‘ards. Magazines will be used. 


Anderson & Cairns Names Two 
George De Sola, secretary of 
Anderson & Cairns, New York, 
1as been named gencral manager 
yf the agency. Ann Kelleher will 
-ve as his personnel assistant. 


| Hollander Elects Feldman 
Albert J. Feldman, formerly sec- 
retary and treasurer, has been 
| elected president of A. Hollander 


& Son, Newark, fur dressing and 
dyeing company. Benjamin W. 
Hollander has been named chair- 
man of the board. 


Delta-Star Appoints Three 


John Romano has been pro- 
moted from assistant sales mana- 
ger to general sales manager of 
Delta-Star Electric Co., Chicago, 
division of H. K. Porter Co. R. S. 
Keeler has been named manager 
of utilities sales and W. H. Boyce, 
manager of the industrial division. 


creators of 


properly planned 
publicity 
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HOLLYWOOD PLAZA HOTEL 
HOLLYWOOD 28, CALIF. 
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1131 Teletype L.A. 710 


In 18 Important Residential Communities 


World-Telegram and Sun Home-Effective Circulation is Greater 
than all 6 other New York Weekday Newspapers Combined! 


Ost sales are made or lost in the living-room. 
That’s where the family decides what to buy — 

and where they want to buy it! 
You can be there, when their decisions are made, 
by going into the home each day with the World- 


Telegram and Sun. 


Now 18 new comprehensive surveys prove that 
World-Telegram and Sun home-effective circulation 
(92) is greater than the home-effective circulation 


AV Melber ¥f the 


of all 6 other New York weekday newspapers com- 
bined, in 18 important residential areas. 

Bought almost entirely by people going home, the 
World-Telegram and Sun prints and sells more than 
75% of its entire circulation after 3 p.m. 

If you want to sell more to the members of the 
family who buy more—use the World-Telegram and 
Sun, the newspaper with top home-effective circula- 
tion in New York’s better homes. 


125 BARCLAY ST., NEW YORK 15, N. Y. 
Or Scripps-Howard General Advtg. Offices + 230 Park Avenue, New York City + Chicago + San Francisco + Detroit + Cincinnati + Philadelphia + Dallas 
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Admen and the Voice of America 

The Mayers Co., Los Angeles advertising agency, bought a full page 
in ApverrisinG AGe last week to discuss the Voice of America, and par- 
ticularly to urge advertising men and women, and organized advertis- 
ime groups, to fight against cuts in appropriations for the Voice, and .o 
@ueest means and methods whereby the operation might be im- 
proved 

The Mayers ad emphasized that while there was undoubtedly plenty 

room for criticism of the handling of the Voice of America pro- 
4 im, “it is the only agency in our government opposing the enemy's 
iby asion of men’s minds.” Questions of procedure, content and con- 

)| of the program are important, the ad asserted, but the “basic ques- 

m is whether the propaganda arm of freedom’s cause shall be 

ong or weak ... Shall a nation that appropriates billions for physi- 

fal armaments count pennies when voting ammunition for the battle 
b. men’s minds?” 
) Placement of the advertisement by the Mayers Co. is another ex- 
émpie of the advertising business’ concern with the country’s welfare, 
Bnd the argument advanced in the ad should not be taken lightly. In 
&@ global war of the kind we are engaged in—cold or hot—the tech- 
Biques of reaching men’s minds, as well as their bodies, must not be 
Overlooked. 

Yet heretofore the advertising business has not been too clearly 

entified in the discussion over the Voice of America, which, as the 
_ ers ad points out, is the only mental weapon of importance now 
fh ex stence. 

Here is an area in which advertising men are more than ordinar.ly 
competent to serve. If they believe in psychological warfare, there 
is the clear duty to speak up; to do whatever they can to make such 
psychological operations more effective and more useful than they 
have been in the past, and also to make certain that attempts to reach 
and influence men’s minds are not discarded because of pique in con- 
gressional circles, or because our first trials in this direction have not 
been as successful as they might have been. 


The Problem of Censoring Ad Copy 


The advertising director of one of America’s largest newspapers 
was discussing the problem of advertising censorship the other day. 

“We have turned down a great deal of medical copy of one kind or 
another,” he said, “and I sometimes think we should turn down all of 
it. Much of it I find personally annoying. And we could refuse to run 
all of it without making any substantial difference in our total adver- 
tising volume. 

“But I can’t get over the notion that my proposed solution is too 
easy, and that we have a moral obligation to give any honest adver- 
tiser a forum in which to hawk his wares, regardless of what his prod- 
uct may be.” 

The question is a perplexing one, and there is no simple solution. It 
seems to us that in each individual case two things must be con- 
sidered 

1. The product and the claims made for it. Clearly, if the product 
is harmful, or the claims for it are demonstrably untrue, it should not 
be permitted to advertise. 

2. The manner in which the product is advertised. That is, if the 
advertising seems to violate the standards of good taste and accept- 
ability, the advertising should not be run, even though the product it- 
self may be acceptable. 

The only point that is clear is that every advertising medium has a 
continuing duty to scan all advertising with the utmost care, and to 
make certain, within the limits of its facilities and abilities, that no 
advertising which appears in its pages violates the accepted standards 
of good advertising—the precept of decent products decently pre- 
sented to the buying office. 


—The Squirt Reporter 


“Suppose we tie a string on this last one—just in case!” 


3 


| 


| What They're Saying 


‘Scare’ Ads Are Disservice 
What constitutes “scare” adver- 


| tising is not always easy to define. | 


Flat statements that goods will not 
be available in the future and 
| should be purchased immediately 
certainly fall into this category. 
| We believe that under present cir- 
cumstances advertisements which 
emphasize high replacement costs 
| for present merchandise and which 
| leave the reader or listener with 
the impression that he should buy 
|now to avoid higher prices in the 
| future falls into the same category. 
During recent weeks a good deal 
|of such advertising has appeared. 
Merely by way of example we cite 
such instances as the following: 
“If you want a sports jacket get 
it now! Jones’ price is still $15.95"; 
“Save now! Since we bought these 
goods their wholesale prices have 
| gone up 10% to 25%”; “Prices of 
woolens have jumped 60%. While 


tell your readers that I am forming 
a committee for better TV pro- 
grams and need some help. I have 
several interested members al- 
ready. When we gain strength in 
numbers we will be able to gain 
our point.” 

These people feel very deeply 
the influence television is having 
on their homes. There are hun- 
dreds of thousands of Chicagoans 
who share their alarm... 

I certainly don’t have the an- 
swer, but I have a suggestion. This 
is trite, but it is a simple fact that 
we viewers are responsible for 


| these programs, because we buy 
| the products they advertise. 


It would seem to make sense 
that, if the sponsors know that 
they are creating ill will by 
paying for this vulgarity, they 
would stop paying for it, or would 
order the vulgarity stopped. 

The problem for the viewer is 


these woolens last, Brown & Co. how to make this voice heard. I 
holds the price line. Yours for $35. | think the best way is to write. Not 
If we had to buy these woolens to-| t® the performer. Not to the sta- 
day the price would be $50”; “Men tion or network. Not the advertis- 


with an eye to the future will buy 
their clothes today”; “U. S. gov- 
ernment halts use of aluminum 


ing manager of the sponsor. All 
these people can sidetrack letters. 
Write to the president of the 


after April 1st. Buy now! We can | Company that sponsors the offend- 


still give prompt delivery.” 
The question at issue here is not 
one of truthfulness and accuracy. 


| 


ing program. More often than not 
you'll get action, and here is the 
one guy whose word will be law. 


All of the statements listed above | One intelligent, rational letter can 
and many more like them which | have a powerful influence. I've 
have appeared are probably fact- | known one entire TV program to 
ually correct. |be changed because of a single 

The use of such advertising to letter written to the sponsor, one 
encourage forward purchasing at of the biggest businesses in Chi- 


present, however, seems to us to C480. 


be a disservice to the nation and to 
retailers themselves. Now is the 
time for the exercise of some re- 


straint and some statesmanship by | 


| business men. 


—Monthly Memo, issued by Better 


—Jack Mabley, Columnist of the Chi- 
cago Daily News. 


Man's Greatest Invention 
Man is the greatest invention of 
God. Credit is the greatest inven- 


Business Bureau of New York City, | tion of man. 


February, 1951. 


Write to the Sponsor 
This column has received letters 


from a group of students at Siena | 


| High School and a group at Notre 
| Dame High School. 

| In different words, both express 
| the same thought. “The morals of 
| television as a whole are very poor. 
What can we do toward establish- 
ing a higher moral standard?” 

| TI also have a letter from Mrs. 
'Louis Berlin...{[who] has the 
| same idea, but she says, “Talking 
is not enough. I appeal to you to 


Credit granting, most fascinating | 


jof human occupations, exercises 
the finest traits of human char- 
acter—courtesy, consideration, 
|} trust, confidence, integrity and re- 
liability. 

Remember, and never forget, 
consumer credit has done more to 
elevate the 
life and done more to develop the 
finer traits of human character 
than any other invention of man. 

—B. J. Lenihan, president of Time 
Finance Co., Louisville, Ky., at an- 
nual conference of credit management 
division of National Retail Dry Goods 
Assn., April 19, 1951, in Louisville. 


standards of human 


Advertising Age, May 7, 1951 


Rough Proofs 


If the self-esteem of the State 
Department has been declining 
lately, it should be enormously 
cheered by the fact that the May- 
ers Co., Los Angeles agency, has 
been spending its own money for 
advertising opposing reduced ap- 
propriations for the “Voice of 
America.” 

- 

Everybody agrees that the idea 
promoted by Apvertisinc AGE for 
the deferment of advertising ex- 
penditures would help business, 
but how are you going to sell it 
to the tax collectors? 

e 

By a strange quirk of program- 
ming, plus the magic of movies, 
Dorothy Kilgallen and Constance 
Moore were in competition with 
themselves on TV April 29, ap- 
pearing simultaneously in “What's 
My Line?” and “Leave it to the 
Girls.” 

~ 

Jack Thayer, JWT’s master of 
the guitar and the folk song, has 
demonstrated that even the saga of 
the Hoover Report can be given 
the benefit of a singing commer- 
cial. 

- 

Speaking of singing commer- 
cials, the idea has been so general- 
ily accepted that now classified 
advertisers are presenting their 
stories with rhymes and jingles. 

- 


As the result oi increasingly in- 
sistent popular demand, McCall's 
will again give its readers an op- 
portunity to cut out paper dolls 
| by printing them in the magazine, 
where they will no doubt be help- 


ful to at least some harried admen. 


| 
* 


“There are too many people in 
advertising who don’t believe in 
it,” says Hal Stebbins. 

There may even be some doctors 
who never prescribe for them- 
selves. 

* 


“Is the rating worth the rate?” 
asks DuMont. 

It may depend on the answer to 
the question, “Just how talented is 
the talent?” 


Even though the experiences of 
Rita Hayworth may not confirm 
it, the statistics show that the num- 
ber of marriages is going up, and 
the percentage of divorces is going 
down. 

. 

The “Miss Curity of 1951” con- 
test is intended to promote the 
slogan, “Keep the drug business in 
the drug store.” 

When the grocer sells aspirin 
tablets, it’s the druggist who gets 
a headache. 

. 


| “College degree almost essen- 


| tial,” advertises an educational in- 
| stitution looking for a young 
| woman for its news bureau. 

Don’t you suppose it has an old 
degree or two lying around that 
nobody is using? 


« 
“Married” and “draft-proof” ar: 
|being used as_ interchangeabl 
|terms by people looking for new 
| connections via the classified col- 
umns, but it ain't necessarily so. 
Copy Cus. 


’ 
| 
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Do ( Days 
| Make One \ é 


The Philadelphia Inquirer publishes seven 


days a week. The second Philadelphia news- 
paper also publishes seven days a week. 


Every important metropolitan daily and Sun- 
day newspaper reports seven-day advertising 


figures as a basis for analysis and comparison. 


The Philadelphia Inquirer conforms to this 


established practice. 


We are proud of The Inquirer every day of 


the week. We are proud of The Inquirer's 18 


: consecutive years of total advertising leader- ADVERTISING LINAGE 
ship in America’s 3rd market. FIRST 3 MONTHS 1951 
Philadelphia Inquirer ...... 8,358,600 lines 
To increase sales in Philadelphia, be sure that Second Paper ............ 7,240,349 lines 
) your schedule is headed by the newspaper DOQUIRER Leadership. ..... 1,118,251 lines 
{ that stands first . . . THE INQUIRER. we Source: Media Records 
(@ 
| 
iW > al 
| ~— Now in its 1&* 
! / Consecutive Year of Total 
: Advertising Leadership 


Philadelphia Prefers The Inquirer 


| vrei” Che Philadelphia Anguirer 


g Rep ROBERT R. BECK, Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coast Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St. Son Francisco, Gorfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigon 0578 
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‘The MISERABLE HUNK of frigid humanity 
cowering beneath the canines and rattling like an old 
castanet is Henry Perkins, sportsman. 


The equally cold and miserable character in the 
trap-door lingerie is George Spencer, Henry’s bosom 
buddy and duck hunting companion-at-arms. 

The locale is a pile of well aged lumber assembled 
during some remote era at the edge of a marsh and 
loosely strewn in the form of a cabin. After a day well 
spent in the open punctuating the gray sky with small 
shot, Henry and George have retired in the cabin under 
a pile of quilts, a brace of old mackinaws, the Sunday 
newspaper and as many hunting dogs as can be piled 
on conveniently without overlapping. 


This is known as “roughing it” . . . and the thought 
has never penetrated the minds of Henry Perkins and 
George Spencer that there is a pleasanter, more com- 
fortable way to bed down in the backwoods. Henry 
and George are proud of their ability to “rough it” and 
keep telling each other so as they huddle on their goose 
pimples while the fire dies, the thermometer plummets 
and the rafters resound to the chatter of molars mixed 
with hilarious references to the hardihood of sportsmen, 


On many a six-dog night Henry privately wishes he 
was tucked away in his own beddy-bye at home, lulled 
by the drowsy hum of the efficient oil burner in the 
basement. Usually he is still passionately coddling this 
yen when the alarm clock clangs and he peels himself 
out of the pile of somnolent hounds to switch on the 
light and start the breakfast coffee. 


Oh, yes. Henry has electric lights in his hunting 
cabin. A lot of his friends do, too . . . thanks to the busy 
ministrations of the rural electrification boys and the 
purveyors of home lighting plants. 


One of these frosty mornings when the mallards 
wheel overhead and Henry Perkins fumbles for the 
light switch with numbed fingers there is going to be a 
slight bleating noise as The Great Light dawns on 
Perkins. 

With sheer scorn for his own stupidity, Henry will 
say, ““Why am I living up here like a Cro-Magnon cave 
dweller when I could be snoozing comfortably under an 
electric blanket . . . and brewing potable coffee in an 
electric percolator? For that matter, why don’t I have 
an electric blanket at home?” 


The same bleating noise is at this very moment 
likely to be audible in the luxurious offices of electric 
blanket tycoons and appliance magnates, 


“Why,” they are now screaming at unfortunate 


(A few pointers for manufacturers of 
electric blankets and sundry appliances) 


subordinates, “didn’t somebody tell me about this huge 
market of dollar-happy sportsmen we've been ignoring 
up to now? Do you realize there are millions of these 
guys who would probably buy us blind of blankets and 
other stuff for their cabins and for their homes, too, if 
we only advertised to °em?” 


For the benefit of electric appliance manufacturers 
now popping blood vessels at this distressing oversight, 
we'd like to point out that the specialized approach for 
reaching Henry Perkins and millions of other men like 
him is called “looking for the sportsman angle”’ . . . and 
it can be just as important to advertisers as never under- 
estimating the power of a woman. 


Stop and think for a moment. Whether you make 
blankets or brandy, TV sets or candy, there’s usually a 
“sportsman angle” which can be successfully employed in 
advertising to this four billion dollar market. Remember 

. . anything a man can use in any conceivable way 
takes on new glamor and appeal when you associate it 
with the outdoor life he loves. 


Of course, when you’ve got your “sportsman angle” 
there’s just one thing more to do. Put it to work in the 
magazine Henry Perkins and an army of sportsmen like 
him read with almost hypnotic attention... a magazine 
that catches men in their mellowest, most relaxed mood 
and makes them receptive, as no other medium can, to 
a sales story that’s slanted to the sportsman and makes 
sense to him. 


It’s “Sports Afield.” 


Don’t overlook 
the Sportsman Angle 


IT PAYS OFF IN 


THE PROGRESSIVE SPORTSMAN'S MAGAZINE 
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i What's doing al Joven | 


Teoh mes: 


re. 
Jack + Heme MOP Ree. 


RESUMES—Cleveland’s foamed Jack & 

Heintz Co. has started advertising again 

This copy shows (at bottom) new symbol 
and coined Rotomotive name 


War-or-Peace 
Copy Starts for 
Jack & Heintz 


CLEVELAND, May 1—Jack & 
Heintz Precision Industries Inc., 
buzzing away on $28,000,000 worth 
of government contracts, has 
lafmched a 12-month advertising 
pr@gram telling its war-or-peace 


production story 
7 is the first campaign under- 
taBen by Jack & Heintz since the 
coMpany was taken over by new 
m@nagement two years ago. Since 
t time, it has been reorganized 
asp peacetime industrial operation 
as’ distinguished from its war- 
ge@red predecessor company 
Sydney D. Mahan, director of 
thé new J&H advertising and pub- 
ligjrelations department, has an- 
no@nced a_ two-pronged drive. 
Using newspapers and magazines, 
J&H will inform Cleveland citi- 
ze@ry and the nation’s industry of 
its production records and accom- 
plighments inside the nation’s in- 
coMe-boosting industrial setup 


@ The program took off this month 
with insertions in Business Week, 
U.S. News & World Report and 
Wall Street Journal, which will 
carry subsequent ads each month. 
Fortune, which also broke the ice, 
will be used bi-monthly. 

Frank R. Kohnstamm, J&H pres- 
ident, in discussing the company's 
advertising prospectus, said: 

“Advertising, like charity, 
should begin at home. Our first 
advertisement appeared in the 
Cleveland Sunday Plain Dealer 
and community newspapers. The 
first ad talks about our products 
in easy, conversational copy.” 
Similar local reports will appear 


GROCERY STORE 
WEEKLY BOUTS 
>) /1 


wy 


IN THE BATTLE OF 


INSTANT COFFEES 
Each week, THE BAYONNE TIMES sends its 


staff of investigators into a 10% cross-section 
of all Bayonne retail grocery outlets. Currently 
a 10 week continuicg survey is featuring 
INSTANT COFFEES. The weekly sales are 
tabulated by brands, type of outlet, sizes, and 
other pertinent date 

Send or call for complete details 


THE BAYONNE TIMES 
“Bayonne casnot be sold from the outside” 
NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 


monthly. 
Copy for the J&H ads stresses 


a new word which the company 


hopes to add to America’s indus- 
trial vocabulary. It is “rotomotive,” 
which, Mr. Kohnstamm explains, 


means “electrical, hydrauiic or 
mechanical devices designed to 
solve unusual problems of de- 


using it.” 


e For engineers and 
men, whom J&H considers “‘some- 


technical | 


what allergic to advertising,” the 
company will use editorial-type 
copy in special media to tell its 
aviation equipment story. The list 
includes Aero Digest, Aeronautical 
Engineering Review, 


and Western Flying. 
“What we are actually doing,” 
Mr. 


Air Force,| 
Aviation Age, Aviation Week, Ca-| 
nadian Aviation, Electrical Engi-| 


| neering, Electrical Manufacturing | Retail Grocers to Meet 
veloping power, controlling it or 


Kohnstamm said, “is taking) yention and international food and 
out insurance that Jack & Heintz] fixtures exposition at Navy Pier, 
will be solidly entrenched in com-! Chicago, June 9-15. 


Advertising Age, May 7, 1951 
mercial fields when the present! Chirurg’s Net Worth Up 


emergency is over. Our business; James Thomas Chirurg Co., 

paper advertisements are a bid for Boston agency, reports a net worth 

prospective customers to bring us| of $341,263 as of Dec. 31, 1950, 

their problems.” |an increase of $20,406 over 1949. 

Fuller & Smith & Ross, Cleve-| Current assets were given as $536,- 

land, is the agency 023 and current liabilities were 
. oii shown as $225,708. 


| Endo Names Deane A. M. 

Maurice A. Deane has been 
named advertising manager of 
Endo Products Inc., Richmond Hill, 
N. Y., pharmaceutical manufac- 
turer. 


The National Assn. of Retail Gro- 
cers will hold its 52nd annual con- 


OD ba 


n the purchase of men’s suits, 


for instance, men- and men alone- dictate the 
nd 65.6% of the time; men and their wives together 22.5%; 


and women alone only 9.3%. And in the purchase of shirts, hats, 
raincoats, shoes, belts, sweaters too, it is the man primarily who 
decides what brand he will wear. 


So, if you are selling men’s furnishings (or cars or liquor 


or fountain pens), it pays you to direct part of your advertising 
specifically to men. And, when it’s men you want to sell, remember 
that TRUE is by far the largest selling man’s magazine in America. 


To give you an idea of TRUE’s impact, the public 
spend more money at the newsstands for an issue 
of TRUE than they do for an issue of the 
Saturday Evening Post, Look or Collier's. 
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All-Year Club Elects Bell & Howell Names Scroge | Crosley Using Direct Mail | Wilson to Speak gag D, teme, Sener. 
Walter Braunschweiger, execu-| Maxwell H. Scroge, formerly Crosley Division of Avco Mfg. . een : ae gettin 
tive vice-president of the Bank of| assistant advertising manager of|Corp. is conducting a four-piece at NIAA Meeting ee a Ray _ 
America, has been elected presi-| Hallicrafters Co. Chicago, has | co-op direct mail campaign, pri-| sew Youn, May 1—Chestes 3B chairman, respectively, o e con- 

dent of the All-Year Club of! been named sales promotion man-| marily for Shelvador refrigerators, . ‘ , y bilizati di. ference. ' 
Southern California, an organiza-| ager of Bell & Howell Co., Chicago,| with several thousand dealers| Wilson, defense mobilization Mr. Wilson will speak at the 


tion which has handled the area’s| succeeding the late Virginia Mor-| participating. The third mailing| rector, will make a major address juncheon meeting June 25. About 
tourist advertising for the past rill. | will be from St. Thomas, Virgin| at the 29th annual conference of 1,000 delegates from NIAA's 3,600 
30 years. | | Islands, to give the piece “a real| National Industrial Advertisers: embers are expected to attend. 
single mailing ever to leave the Assn., June 24-29, c~ Waldorf-| The major part of the conference 
WAGE Appoints Taylor | F. Sibley Moore, formerly ac- Virgin Islands,” according to A. M. Astoria Hotel here is wes 6 will consist of 11 panel discussions 


Station WAGE, Syracuse, has} count executive of WGAR, Cleve- Andersen, vice-president of Reu- nounced — fgg Aa — of the clinic variety. Each will deal 
appointed O. L. Taylor Co. as its| land, has joined the sales staff of ben H. Donnelley Corp., Chicago, liam K. Beard Jr., tne Ae ad | with specific current industrial ad- 
national representative. WIR, Detroit. which is handling the campaign. | sociated Business Publications, and | yertising problems in keeping with 
the general theme of the confer- 
set" j ence, “industrial advertising tells 
| how ... now.” 


| 2 rg i 7 he is “ bi t 
| M re Joins Station WIR vacation flavor.” It is “the bigges 
1 

| 

j 

| 
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Masonite Promotes Three 


Elmer R. Graebner, Chicago 
division manager of Masonite 
Corp., Chicago, has been promoted 
to industrial sales manager, suc- 
ceeding Robert T. Miller, who re- 
signed to join Barclay Mfg. Co., 
| New York. Donald J. Moore 
northwestern division manager of 
Masonite, replaces Mr. Graebner 
land William J. Hoy, eastern divi- 
| sion salesman, succeeds Mr. Moore. 


GHOST sToRY- 


rich in spirits 


> 


By PETE McGILLEN 
| Outdoors Editor 


| The Toronto Telegram 


One night late in October, two America 
arrived ot Pigeon Lake in the Kowa 
|» Region of Ontorio for o few doys of d 
| — They met their guide anc 
Ground the cottoge swapping experienc 
wetll the poker-foced guide told of 
host that haunted the marshes oa 
rought death and trouble to white 
who shot ducks. He recited instances w 
boots had overturned and guns had ble 
up, killing the hunters. The hunters 
to bed a bit upset, for this quide see 
an intelligent fellow, and he seemed 
be telling the truth. Before dawn they w 
in the marsh, crouching in a duck blind, 
and peering through the misty swamp at 
@ spot where 24 decoys bobbed on the 
rippling woter about 30 feet from a sunken 
stump. After the hunters wotched the de- 
coys for some time, they agreed the 
wooden ducks were moving closer together 
| @nd toward the stump this grouping of 
the decoys like a flock of frightened live 
ducks, disturbed the hunters, the more so 
becouse of the ghost story the night be 
| fore. A couple of swigs on a bottle didn't 
help; then they noticed the guide's foce 
had a pulty-like sickly tone Qiddenly the 
ducks came together with a thump, o 
packed moss of wiggling dummies close 
to the stump 
The hunters dropped their guns, jumped 
| into the marsh and headed through mud 
| @nd water for shore. Before they reached 
| dry land, the guide possed them in high 
— Next morning they offered five dol- 
ors to another guide to bring in their 


“ decoys. He returned an hour loter with 

- the wooden ducks, plus a ten-pound maski- 

aoage He exploined that the big fish, 

trailing 50 feet of line, hos snagged the 

line in the stump, encircled the ducks, put 

% | pressure on their suspended leod weights, 


ond finally tied them into a solid moss 
againt the stump 


Pete McGillen is always glad to hear from 
admen planning a hunting or fishing trip 
Drop him a line and he'll tell you all obout 
the grond ploces up here, places where 
you'll have the time of your life! Moybe 
he can even go along with you. Write 
Pete McGillen, The Telegram, Toronto | 
Conado 

Lively Pete McGillen, The Telegram’s 
Great Outdoors Editor, is ONE MORE 
REASON WHY The Telegram is the No. | 
reading habit of hundreds of thousands 
of Ontario sports enthusiasts 


and more men buy TRUE than any other | 
Ero ee lL THE TELEGRAM 
TORONTO 1, CANADA 


435 W. Michigan Ave. 420 Lexington Ave, 
Chicage, II!. New York, HY 
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Weintraub Bldg. 
to Take Overflow 
of Agency’s Staff 


New York, May 3—William H. 
Weintraub & Co. is moving part of 


the overflow of its staff into a 
new building now under construc- 
tion. Located at 46 E. 53rd St 
here, the structure will be called 
the William H. Weintraub Bldg 
rhe new six-story building will 


be ready for occupancy June 1 and 


will enable the agency to consoli- 
date several key departments un- 
der one roof. Weintraub, which 
has been making spectacular gains 
in television billings, now has its 
staff spread out in three buildings. 

The executive staff, contact and 
creative personnel will remain at 
488 Madison Ave., which will con- 
tinue as permanent headquarters 
for the agency. 

Radio-television, media, mar- 
keting and research, bookkeeping 
and forwarding departments will 
be moved into the new building, 


all of which eventually will be oc- 
cupied by Weintraub employes. 


D-F-S Promotes Ryner 

Fred L. Ryner, who joined the 
agency in 1946, has been named 
manager of the research depart- 
ment of Dancer-Fitzgerald-Sam- 
ple, New York. 


Klein Moves Branch Office 


Julius Klein Public Relations, 
Chicago, has moved its Beverly 
Hills, Cal., office to 55 N. Canon 
Dr. 


Rexall Names Keturi A. M. 
Arnold Keturi, formerly editor 
of “Rexall Advantages,” has been 
named advertising manager of 
Rexall Drug Co., Los Angeles. He 
succeeds Ray Atchison, who has 
resigned. Sam R. Zaiss has been 
named to succeed Mr. Keturi. 


Gardner Names Shields 

George H. Shields, formerly di- 
rector of public relations of La- 
clede Gas Co., St. Louis, has been 
named an account executive of 
Gardner Advertising Co., St. Louis. 


que” 


Joseph Mallord William Turner, celebrated English land- 
scape painter (1775-1851) whose splendid canvases hang 
in many of the world’s great galleries, signed his pictures 
*Turner fecit”: Turner—he did it! Naturally the signa- 
ture lends authenticity to the work, but here is pride of 
gccomplishment emphasized. 


We see no reason why the art work of an advertisement 
hould not be signed especially when the artist has a rep- 
tation that will lend prestige. But when it happens to be 

the case, We maintain that this credit line should also ap- 
Spear: Typography by ATA. Among advertising men who 


tknow, that professional touch carries a world of weight. 


Advertising agencies everywhere have long recognized 
‘the Advertising Typographers Association of America as 
“made up of firms who have lifted typesetting to a real art. 
_ATA members take a keen personal pride in every job 
assigned them. They endeavor in every way possible to 


a 


ymake each job as near perfect as they can. Their knowl- 
edge of composition is unsurpassed, and they have the 
most modern equipment for performing the task. 


Still they ask no special credit for this. It is their busi- 
ness to produce the best possible composition in the al- 
lotted time at the lowest possible cost to the client. They 
do it too—to the everlasting gratitude of buyers of adver- 
tising, and the unspoken amazement of countless maga- 
zine readers who cannot understand why they should be 
so impressed by the choice and arrangement of type faces. 


If you would like to have such service at your disposal, 
just pick up the phone and call your nearest ATA member. 
He will tell you the secret of ATA superiority—without 
obligation. After you hear it, you will understand why 
any ATA firm is willing to sign all jobs—“*A TA did it”. 


ADVERTISING TYPOGRAPHERS ASSOCIATION 


OF AMERICA, Inc. 


AKRON, O. 
The Akron Typesetting Co. 


ATLANTA, GA. 
Higgins-McArthur Company 


BALTIMORE, MD. 
The Maran Printing Co. 


BOSTON, MASS. 
The Berkeley Press 
H. G. McMennamin 


BUFFALO, N. Y. 
Axel Edw. Sahlin Typographic 
Service 


CHICAGO, ILL. 

J. M. Bundscho, Inc. 

The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 
CINCINNATI, O. 

The J. W. Ford Company 
CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 
COLUMBUS, O. 

Yaeger Typesetting Co., Inc. 
DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 
DAYTON, O. 

Dayton Typographic Service 
DENVER, COLO. 

The A. B. Hirschfeld Press 
DETROIT, MICH, 

The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 


INDIANAPOLIS, IND. 


The Typographic Service Co., Inc. 


KALAMAZOO, MICH. 

Claire J. Mahoney 

LOS ANGELES, CAL. 

Morneau Typographers 
LOUISVILLE, KY. 

The J. W. Ford Company 
MILWAUKEE, WIS. 

Arrow Press 

George F. Wamser, Typographer 


MINNEAPOLIS, MINN. 

Duragraph, Inc. 

NEW YORK, N. Y. 

Ad Service Company 

Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 

Associated Typographers, Inc. 

Adas Typographic Service, Inc. 
Central Zone Press, Inc. 

The Composing Room, Inc. 
Composition Service, Inc. 

Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Empire State Craftsmen, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 

Imperial Ad Service 

King Typographic Service Corp. 
Lino-Craft Typographers, Inc. 
Master Typo Company 

Morrell & McDermott, Inc. 
Chris F. Olsen, Inc. 

Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmide, Inc. 
Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 
Typographic Craftsmen, Inc. 
Typographic Designers, Inc. 
The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc. 
Kurt H. Volk, Inc. 

NEWARK, N. J. 

Barton Press 

William Patrick Co., Inc. 
PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 

Alfred J. Jordan, Inc. 

John C. Meyer & Son 

Progressive Composition Co. 
Typographic Service, Inc. 


PORTLAND, ORE. 

Paul O. Giesey 

ST. LOUIS, MO. 

Brendel Typographic Service 

Warwick Typographers, Inc. 

SAN FRANCISCO, CAI. 

Reardon & Krebs, Inc. 

SEATTLE, WASH. 

The Deers Press 

Frank McCaffrey’s Acme Press 
of Seattle 


Advertising Typographers Association of America, Inc. 


Executive Offices: 461 EIGHTH AVENUE, NEW YORK CITY 
JERRY SINGLETON, Executive Secretory 
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GODFREY, TOO-—National Biscuit Co.'s 

May promotion of grohom crackers in- 

cludes this milk bottle collar tie-in for 

home delivery consumers and radio plugs 
all month by Arthur Godfrey. 


Sheaffer Pen Can't 
Afford TV, Found 
Radio Unproductive 


New York, May 1—W. A. Sheaf- 
fer Pen Co. has the second largest 
advertising budget in company 
history going this year, according 
to Craig Sheaffer, president, who 
said the money would be concen- 
trated in magazines and news- 
papers. 

The head of the Ft. Madison, Ia., 
company explained his choice of 
media at a press luncheon here 
last week by asserting that “tele- 
vision is too expensive for a com- 
pany our size” and “we have found 
radio unproductive.” 

Pen production will be little af- 
fected this year by the defense pro- 
gram, Mr. Sheaffer said, pointing 
out that the company planned to 
replace aluminum and brass with 
plastics. 

He said that price hikes in 
Sheaffer pens have been negligible 
since 1939. Pricing has helped the 
company capture a greater dollar 
volume of the market than com- 
petitors have, he indicated. 

Russel M. Seeds Co., Chicago, is 
the Sheaffer agency. 


Glenn Gets Hosiery Account 

Comal Hosiery Mills, New 
Braunfels, Tex., has named Glenn 
Advertising, Fort Worth, to handle 
the advertising for its Comette 
nylon hosiery. Women’s maga- 
zines, supported by television and 
radio campaigns, will be used. The 
account was formerly handled by 
Thomas F. Conroy Ine., San 
Antonio. 


Two Join Weiss & Geller 

William H. Saul, formerly presi- 
dent of the Arthur Rosenberg Co., 
New York agency, has joined 
Weiss & Geller, New York, as an 
account executive. James P. Di- 
neen has joined the agency in 
charge of the merchandising de- 
partment. Harold Chartow, for- 
merly treasurer, is now president 
of the Rosenberg agency. 


Gilfillan Boosts Ad Budget 


Gilfillan Brothers, Los Angeles, 
manufacturer of electronic and 
aircraft equipment, has increased 
its advertising budget 40% for the 
next 12 months. Ads will appear 
every month in national maga- 
zines and trade publications. The 
Los Angeles office of Erwin, 
Wasey & Co. handles the account. 


Iroquois China to Fellows 

Fellows Advertising Agency, 
Syracuse, N. Y., has been named 
to handle the advertising of Iro- 
quois China Co., Syracuse. 


Kaspar Joins WMAQ, Chicago 

Edwin J. Kaspar, formerly with 
O. L. Taylor Co., Chicago, has 
joined Station WMAQ, Chicago, as 
a member of its sales staff. 


OS ET se i em Ea oe ee ome 
eae eet oe cg oie ee en + aaa a : Pt ae 4 . ‘hi ae Ts aor a ria oe es 
3 y AR Posie tat a +3 A flee a : ae : tie ae a oe apn es Se 5 ages ae ti ieee ee os e Bie cee DA? 
= ee 
t a wt 4 
Ee ae 
mo 
» p G3 
k ee MAK © Granan 
i mes TS Le i LT EI LILES RACs 
| : 
last ae - A 
OCR 
[= 3 
a) ~ SP) 
; ~ my 
« iw “of \ 
7 a | 2 
a ; =" =) 
Ne \. A A 
3 hes CI ‘= ~/] 
¥ \ Fo / 
ee, SQeERIChY 
= 
{s 
a 
i. 
|> i 
tS 
be a 
Y as 
—e 
EE | 
pe 
d 
& ; 
+ 
ve { : 
iG 
- 
= 
¢ 
re Po 
m ores bs 


Intensive Readership by the Right Kind of People means 


EFFECTIVE ADVERTISING 


Tangible results are the very best evidence that a magazine, including its 
advertising pages, are thoroughly read by the right people . . . These 
advertisers in U.S.NEWS & WORLD REPORT wanted tangible results— 


and got them. 


From an advertiser of 


MANUFACTURERS’ MATERIALS ee 


. . « The majority of those who responded to our magazine 


advertising stated that they had seen our ad in U.S,NEWS 
+h) 
& WORLD REPORT... 


From an advertiser of 


OFFICE EQUIPMENT 
ee 
. . « U.S.NEWS & WORLD REPORT produced twice as many 


inquiries as Magazine ‘B’. . “ee 


From an advertiser of 


BUILDING EQUIPMENT 


** |. . Results from U.S.NEWS & WORLD REPORT have been 
very satisfactory, and your cost per inquiry was lower 


9 
than any other magazine carrying our advertising . 7 


These are just a few examples—among many—of how thorough reader- 
ship pays off for the advertiser in U.S.NEWS & WORLD REPORT. 
Reason enough why more and more advertisers of quality merchandise 
both for factory and home—whether they want direct results or make a 
lasting impression—know that it pays to 


US. News & World Report: 
Cirevlation gucrantee 350,000 a 


NEW YORK 
BOSTON + CHICAGO « CLEVELAND « DETROIT + PHILADELPHIA + SAN PRANCISCO 


Read for a purpose—by more than 1,200,000 intelligent men and women in homes 
id 
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ABC Appoints William Ogden 

William Ogden, formerly radio 
and television director of LeVally 
Inc., has joined the central divi- 
sion of American Broadcasting 
Co., Chicago, as an account execu- 
tive in the radio sales department. 
He replaces William Wilson, who 
has joined Young & Rubicam, 
Chicago, 
radio and television. 


Lists TV Sets in Minnesota 


According to a survey conducted 
by the Minneapolis Tribune, there 
are approximately 151,000 televi- 
sion sets in Minnesota homes, com- 
pared with 125,900 sets last Octo- 
ber. A majority of the sets are 
concentrated in the Minneapolis- 
St. Paul area, the study reports. 


as assistant director of, 
| must be submitted no later than) 


| Father's Day Ad Contest Set | 


Father’s Day Council, 50 E. 42nd 
St., New York, has announced its 
1951 ad contest in which U. S. 
Savings bonds, in $50, $25, and $25 
denominations, will be awarded as 
Ist, 2nd and 3rd prizes. Ads can} 
carry any copy or illustration, but | 
must have run prior to, or on, 
June 17, Father’s Day. Tear sheets 


June 30. 


Hinde & Dauch Elects Two 


Sidney Frohman, president of 
Hinde & Dauch Paper Co., San- 
dusky, O., has been elected chair- 
man of the board and chief execu- 
tive officer of the company. 
Charles E. Frohman, vice-presi- 


| dent, has been elected president. 
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at an Elk is like 


_ and what he likes! 


_“Elktown, U.S.A.” gives you a candid community por- 


trait of the Elks market. 


When your Elks Magazine representative shows you 
SIktown, U.S.A.” you will be introduced to some 900 
pical Elks in a typical small American city which, multi- 
lied by’ 1,580, will give you the nation-wide picture of 


Ikdom. 


It explains the buying power and influence of over 
000,000 Elks, made accessible to you by 
eans of their favored magazine. 


THE 


MAGAZINE 


New York + Chicago - Los Angeles + Detroit « Seattle — 


@ FROM THE BASIC 
IDEA TO THE 


RIVER RAISIN PAPER COMPANY 


DISPLAY DIVISION 


. MONROE. MICHIGAN 


‘Chicago Tribune’ 
Lines Up Speakers 
for Second Forum 


Cuicaco, May 1—“Excitement 
in Print” will be the subject of an 
address by Henry G. Little, execu- 
tive vice-president of Campbell- 
Ewald Co., Detroit, at the Chicago 
Tribune's second distribution and 
advertising forum, to be held here 
May 7-9. 

Mr. Little, who since 1945 has 
directed his agency’s service to the 
Chevrolet Motor division of Gen- 
eral Motors Corp., will illustrate 
how spirited copy can convey an 
excitement for goods to salesmen, 
wholesalers and retailers, as well 
as to consumers. 

Dr. G. Rowland Collins, dean of 
the graduate school of business ad- 
ministration, New York University, | 
| will open the forum on May 7 with 
| an address on “The Coming Threat 
| of a Buyers’ Market.” 


| @ Other speakers who will discuss 
| various aspects of trends in dis- 
tribution include: Earle Ludgin, 
president, Earle Ludgin & Co.; L. 
E. Oliver, national retail merchan- 
dising manager, Sears, Roebuck & 
Co., and E. B. Weiss, director of | 
| merchandising, Grey Advertising 
| Agency. 
| “Advertising That Sells” will be | 
the general topic for discussion on| 
May 8. In addition to Mr. Little, | 
| there will be three other speakers: | 
|A. E. Aveyard, executive vice- 
| president, MacFarland, Aveyard & | 
Co.; Dr. Burleigh Gardner, execu- | 
tive director, Social Research Inc., | 
|and Marion Harper Jr., president, 
McCann-Erickson. } 
Speakers at the May 9 session, 
| devoted to “The Marketing Prob- | 
| lem,” will include Louis Goldblatt, | 
| executive vice-president and di-| 
rector of merchandising, Goldblatt | 
Bros.; Richard A. Graver, vice- | 
president, Admiral Corp., and A. L. | 
Scaife, merchandising manager of | 
| traffic appliances, General Elec- 
| tric Co. | 


| Pablum Pushing New Cereals — 
Mead Johnson & Co., Evansville, | 
Ind., has introduced two new cer- | 
eals, rice and barley, to the Pab- 
| lum line of pre-cooked infant cer- 
eals, making four products all told. | 
National distribution is expected 
to be completed by June 1 and 
the company, which has used an 
extensive list of newspapers sec- 
tionally, will thereafter support 
the entire line with national maga- 
zine advertising. Color pages will | 
break in Life, June 25, and July 
issues of Good Housekeeping and 
Parents’ Magazine, plus two-thirds | 
of a page, b&w, in six baby maga-| 
zines. 


Sugar Crisp Pushing Bears 

Post Cereals division of Gen-| 
eral Foods Corp., New York, has | 
| started a one-year promotion-pub- 
licity campaign for the three Sugar | 
Crisp bears—Dandy, Handy and! 
Candy. At present, promotion plans 
call for the three bears, in the) 
guise of midgets, to appear in! 
children’s shows in six New York 
Skouras theaters as part of the! 
| kick-off for the Greater New York 
safe driving campaign. Benton & | 
Bowles, New York, is the agency. ' 


CBS Sales Up; Income Down | 

Columbia Broadcasting System, 
New York, has reported a gross in- 
come of $39,323,391 for the 13 
weeks ended March 31, 1951, com- 
pared with $30,809,064 for the cor- 
responding period in 1950. Net in- 
come for the first quarter of this 
| year totaled $1,276,054, against $1,- 
304,050 for the first quarter of 
1950. 


Four A’s Chapter Elects 

W. L. Sanborn, Winius-Brandon 
Co., has been elected president of 
the St. Louis Chapter of the Amer- 
ican Assn. of Advertising Agencies. 
E. E. Kromnacker, of Arthur R. 
Mogge Inc., has been named vice- 
chairman, and L. E. Westheimer, 
of Westheimer & Block, has been 
elected secretary-treasurer. 
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Southern California advertising men are taking an active part 
in the promotion of the Los Angeles Zoological Society for improve- 
ment of the size and service of the Los Angeles zoo. On the 
promotion committee are Mel Beuther, public relations executive, 
Farmers & Merchants National Bank, president of the society; 
Alfred E. Hopkins, assistant advertising director, Los Angeles 
Examiner; Edmund McKanna, merchandising consultant; and Alan 
Courtney, NBC, who is representing the Southern California Broad- 
casters Assn. on the committee... 

Michael M. Engel, public relations director of M. Grumbacher 
Inc., has been named chancellor of Florida Southern College, 
Lakeland. Mr. Engel, who is a member of the American Public 
Relations Society, had been chairman of the college commission 
for the school. He will continue in his present post at Grumbacher 
as well as on the editorial staff of Design Magazine ... S. H. Lebens- 
burger, vice-president and eastern sales director of Cappel, Mac- 
Donald & Co., has been awarded the Belgian Cross of Knight of 
the Order of the Crown. Jacques de Thier, Belgian consul, pre- 
sented the cross to Mr. Lebensburger for his aid to Belgian econo- 
my during the war when he worked for various government 
offices. . . 

D. H. Keck, midwestern district representative for Kimberly- 
Clark Corp., has joined the staff of the Office of Price Stabilization 
as section head of groundwood and book paper. He reported in 
Washington on April 25... 


TWENTY YEARS—The beaming smiles of Philip W. Lennen (left), chairman of Lennen 

& Mitchell, and Ray Vir Den, president, express their congratulations to Katherine 

Whitlock on her induction into L&M‘s 20-year club. Miss Whitlock, who has been o 
proof-reader since 1931, was guest of honor at the club's annual dinner. 


Gordon Best, president of Gordon Best Co., Chicago, had a grand- 
fatherly time keeping up with family events a couple of weeks ago. 
On April 11 a daughter, Catherine Therese, was born to Dick Best 
(who works at the agency) and his wife Dee, and on Friday the 
13th a son, Guy Edward, was born to another Best son, George, and 
his wife Betty in Los Alamos, N. M., where George is an atomic 
scientist. .. 

George Fries, general manager of the Cincinnati Times-Star, has 
begun his 18th consecutive year as president of the Cuvier Press 
Club. Other officers picked at the organization’s annual election 
April 20 are Shiel Dunsker, circulation manager, Cincinnati Post, 
lst v. p; Harry Heskamp, Heskamp Printing, 2nd v. p.; and Andrew 
F. Wiley, business manager, Cincinnati Enquirer, 3rd v. p. .. 

Superstition was disregarded at a party given Friday, April 13 
by Winius-Brandon Co. and Cassell-Watkins-Stevens Studio, St. 
Louis. The occasion was the exchange of top creative personnel. 
Bob Addision, art director of the Winius-Brandon agency, became 
art director and design department head at Cassell-Watkins-Ste- 
vens. John Hamilton Stevens moves from Cassell-Watkins-Stevens 
to join Winius-Brandon as art director. He spent eight years there 
prior to his affiliation with the studio... 

Adman Myles Sherman Lowell, with Foote, Cone & Belding 
in New York, married one of society’s O’Connor twins, Gloria 
Ann, in Las Vegas, April 23...Henry E. Leonard, formerly assis- 
tant manager of Iron Age, has joined the iron and steel division, 
industry operations bureau, National Production Authority. . . 

Sterling Advertising V. P. Joel Kaplan is holding a one-man 
show, called “American Tempo,” at the Lenox Galleries in New 
York until May 5...Kudner V. P. R. D. (Bob) Stewart, who, 
AA readers know, has retired to assume the Buick dealership in 
Arlington, Va., was honored by his associates with a Stork Club 
luncheon and an engraved Tiffany watch... 

Benjamin Eshleman, founder and president of the Philadelphia 
agency bearing his name, has been named finance chairman of the 
committee to get the national political conventions for Philadelphia 
next year. Walter H. Annenberg, publisher of the Philadelphia In- 
quirer, is chairman. . . 

Lt. Harry K. Renfro, executive assistant to the general manager 
of KXOK, St. Louis, now on military leave, has been appointed 
to the staff of Maj. Gen. William J. Wallace, commanding general 
of Aircraft Fleet Marine Force, Pacific, and named public infor- 
mation officer at the Marine Corps Air Station, El Toro, Cal... 

Mark Woods, vice-chairman of the board of American Broad- ° 
casting Co., and George V. Denny, moderator of ABC’s “America’s 
Town Meeting,” will be a principal speaker and panel director, 
m3 pies at a mid-century convocation at Ithaca College, May 11 
and 12... 
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bud this circulation ¢s PURE, SELECT—bought and 


paid for by grocery shoppers at the independently-owned, 
retail grocery-store check-out-counters — in every leading 
trading area in America! 


One Willion Circulation ... a phenomenal growth, 


despite the fact that only the most aggressive and desirable, 
top-rated Independent Groups are invited to distribute 
AMERICAN FaMILy Magazine! 


Get. this ¢a only the start/... Comprehensive plans 


are now in motion, calling for eventual (audit) circulation 
of more millions, reaching consumers through leading 
organized independent food stores 


So. buy AMERICAN FAMILY MAGAZINE linage to 
better sell your largest grocery market: the multi-billion- 
dollar Independents, Voluntary and Cooperative Groups .. . 
Buy AMERICAN Famity Macazine today, and get 100,000-a- 
month Bonus CircuLcation—500,000 MORE circulation— 
at no extra cost. 


Advertising Offices: 
The AMERICAN FAMILY MAGAZINE 
Chicago: 
53 W. Jackson Blvd., Chicago 4, IIL. 
Telephone: W Abash 2-8916 
New York: 
280 Madison Ave., New York 16, N. Y. 
Telephone: MUrray Hill 5-3909 
los Angeles: 
816 W. Fifth St., Los Angeles 13, Calif. 
Telephone: TUcker 9154 


MONTHS 


Circulation 


BONUS 


ORDERS PLACED BY JUNE 15, 1951, WILL ENJOY PRESENT 


July '’51....... 
August '51..... 
September '51. . 
October '51.... 
November '51. . 
December '51 . . 


RATE OF $1500 per B & W page through December, 1951, 


issue ... (3 insertions minimum, of equal size or larger, to be used over the 
6-months period, starting with July or August,’51 issues.) 


Lowest Rate of AU Grocery- Store 


RATES EFFECTIVE WITH JULY, 1951, ISSUE: 


2 Colors: One 
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Black and White Color and Black 4-Color Letter-press ROTOGRAVURE 
1 Page ..$2,225 1 Page ..$2,625 Back Cover........ $3,995 Inside 4-color, Page. $3,040 
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BUMBLEBEE 
CANNOT FLY 


4 


Her fuselage is too short. She has no tail 
assembly worth-mentioning. mr 


aa 
Aerodynamic experts can prove mathematically 
she‘cannot fly. 


Experts in publishing have proved that. new" 
business magazine can €vér Obtain 
mass circulation. 


With the April issue, we got our 750,000th 
consecutive subscription. 


Were in a hell of a fix... 
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When Nation"sBusiness was & baby way back in 1916, the experts con- 
ceded that 25 000-might be a comafortable achievement for a general 
a 


+, 
business magazine. 


breezed by 300,000... 


we're three-quarters of a million, and the 


Twenty odd years later, 


Now, right now, today ... 
weatherman sees no signs a | change. i 
; 4 
This would not be so fantastiqwere it not tf the fact that the circulation 
manager keeps raising the pfices. Used tojbe three bucks a year. So he 
made it five. Then, not satisfied, he inceeiaed the term to three years, 

rad 
fifteen dollars on the line and no fooling. / 

4 

Fi 
Then this year, just to try. to make things hard, he upped it to eighteen 


.. and still the checks nadie coming ingAbout $90,000 every week. 


Among most magazing$ this is a phenomenal something or other. No 
icycles fof the kids... nothing but 36 issues of 


Nation’s Business. And bettep‘than 55% renewal! 


short term offers, no 


V4 


Pd 
Nobody is mor¢g*surpris bout all this than ourselves. We didn’t out- 


market is gd big, so Hungry that if you’ve got a good product or service 
all you ave to do is keep telling enough businessmen about it. 


ifa —— in every respect. Big market, big readership, big 
results. O excyse us. Except the rate per page per thousand. That’s 
down ta) 440 ‘right now. Thank the readers for that, they pay their 
. Nation’s Business, Washington 6, D. C. 
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AP and UP Start 
Teletypesetting 
to N.C. Dailies 


Cuarcorre, N. C., April 30- 


By 
a three-day margin, Associated 
Press last Monday became the first 
wire service to deliver news by 
teletypesetter circuit to a group 
of newspapers 

The AP began its service to six 
North Carolina papers and one 
Virginia paper. Last Thursday, 
United Press started a teletype- 
setter wire circuit to nine North 
Carolina papers. 

The UP also had a first, how- 
ever. Its circuit is understood to 
be the first press association wire 
equipped with monitor teletypes 
which enable newspaper editors to 
see wire news before it is set in 
type 


s Teletypesetter is an automatic 
typesetting device. Through the 
medium of code punched in a tape, 
an operator in one central location 
operates the typesetting machines 
in distant newspaper offices. 

The seven newspapers now re- 
ceiving AP dispatches from the 
main AP bureau for the Carolinas 
here, are, in North Carolina, the 
Goldsboro News-Argus; Wilson 
Times; Rocky Mount Telegram; 
Rognoke Rapids Herald; Burling- 
t Times-News, and the Journal 
a Twin City Sentinel of Win- 
staon-Salem. The Progress-Index, 
Petersburg, Va., is also on the cir- 


About 25 newspapers in the 
olings, Tennessee and Virginia 
be added to the circuit with- 
he next few months. 
apers in the UP teletypesetter 
cifeuit are: Salisbury . ¢t, Dur- 
ham Sun, Winston-Salen. Sentinel, 
St@tesville Record, Raleigh Times, 
Gfeenville Reflector, Kinston Free 
Press, Asheville Times and High 
Paint Enterprise. 
re July 
li a 25-paper 


_ 


@ Teletypesetter equipment has) 
be®@n in use in individual newspa- 
pe® plants for many years. The AP 
hag helped its members set up 
their own teletypesetter circuits 
in New York, Arkansas, Illinois, | 
Kansas, Minnesota, New Mexico} 
amd Texas. But the new circuit | 
here is the first ever operated by | 
a news service. | 


1, UP will estab- 
circuit in Okla- 


TWERE’S CONCENTRATED | 


BUYING POWER IN 
WINSTON-SALEM 


LOOK AT THE EVIDENCE 


“A 9-County Market 
With 
RETAIL SALES 
$254,064,000° 


*Sales Management, 1951 
Survey of Buying Power 


Soment of none 


You Can’ ‘ 
¥ T Coy r 
AROLING wiTHoUN SRT 


WINSTON SALEM TWIN CITY 


JOURNAL and SENTINEL 
MORNING SUNDAY EVENING 


x wELLY SM vean 


The new method of transmitting 
news directly to Linotype machines 
has already developed new prob- 
lems affecting the International 
Typographical Union and the 
Commercial Telegraphers’ Union. 


Two Appoint Kemper Agency 

Don Kemper Co., Dayton, has 
been appointed to direct the adver- 
tising of Hill Floral Products, 
Richmond, Ind., roses, and Parker 
Sweeper Co., Springfield, O., in- 
dustrial floor sweepers and lawn 
sweepers. 


Appoints Publicidad Badillo 

Publicidad Badillo Inc., San 
Juan, has been appointed by Shell 
Co. (Puerto Rico) Ltd. to direct 
the advertising for its motor gaso- 
line, lubricants and household 
products in Puerto Rico. 


WTM]-TV Increases Air Time 

WTMJ-TV, the Milwaukee Jour- 
nal television station, has added 
15 hours a week to its schedule. 
The station now goes on the air 
at 9:30 a.m. daily and 10 a.m. on 
Sundays. 


Aquascutum Promotes Godber 


Hal J. Godber has been named 
executive vice-president and di- 
rector of sales of Aquascutum Can- 
ada Ltd., making his headquar- 
ters in Montreal. He had been in 
charge of Canadian sales. 


Spencecliff Names Fawcett 

Spencecliff Corp., operator of a 
restaurant chain in Hawaii, has 
named Vance Fawcett Associates, 
Honolulu, to handle its advertis- 
ing. Newspapers and radio will be 
used. 
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D-F-S Names Ryner, Sloan 
Fred L. Ryner, who joined 
Dancer-Fitzgerald-Sample in 1946, 
has been named manager of the 
research department. Irving Sloan, 
who has been chief print buyer on 
Procter & Gamble accounts, has 
been appointed manager of the 
agency's print media department. 


Joins Cecil & Presbrey 

Elmer Lasher, formerly with 
Cunningham & Walsh, has joined 
Cecil & Presbrey, New York, as an 
art director. 
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Alma Paint Starts Drive 


Alma Paint & Varnish Co., Lon- 
don, Ont., has launched a spring 
campaign in dailies, with ads 
ranging from 1,200 to 875 lines. 
Muter, Culiner, Frankfurter & 
Gould, Toronto, is handling the 
campaign. 


Hiram Walker Boosts Dols 

Harold D. Dols, manager of the 
Wisconsin district of Hiram Walk- 
er Inc., Detroit, has been appointed 
national sales promotion manager 
of the company. 


To United Advertising 

Peerless Tube Co., Bloomfield, 
N. J., manufacturer of collapsible 
tubes, has placed its advertising 
with United Advertising Agency, 
Newark, N. J. Business papers will 
be used. 


McNeil Joins Tandy Agency 

Jack McNeil Jr., formerly with 
the Canadian Press and Simpson's 
Mail Order Advertising, Toronto, 
has joined the copy department of 
Tandy Advertising Agency, 
Toronto. 


Freight Absorption 
Bill Is Introduced 


WASHINGTON, May 1—The Sen- 
ate judiciary committee has given 
its approval to legislation reas- 
serting the right of manufacturers 
to absorb freight charges in order 
to meet competition. 

According to its sponsor, Sen. 
Pat McCarran (D., Nev.), the bill 
merely restates a recent Supreme 
Court decision which established 


the right of Standard Oil of Indi-, 
ana to sell gasoline to tank car 
consumers at a more favorable | 
price than it offered independent 
service stations. 

Under the decision, the special 
price is permissible only when it 
is used in good faith to meet the 
bona fide offer of a competitor. 

Sen. McCarran said that his bill 
(S. 719) “neither increases nor de- 
creases” the coverage of the anti- 
trust laws. 

Noting that the decision in the 


of the world’s 


“ Oey, St eine uae . : ‘ ns 


Dollars aren’t everything . . . but nine out of ten 
people invest the most dollars where they buy 
the most. 


Year after year, advertisers invest more advertis- 
ing dollars in American Machinist than they in- 
vest in any other magazine serving America’s 
biggest industry: METALWORKING ... the in- 
dustry which manufactures every machine, ap- 
pliance, automobile, airplane or other metal 
product, and annually accounts for over one-third 
of all industrial output. 


Our nearest representative can give you abun- 
dant facts to show you why these advertisers do 
invest so heavily in American Machinist. Among 
the most important are: 


The people who read American Machinist 

... and the reason why they do. 

The people who read it . . . with the voluntary, 
self-generated enthusiasm wise advertisers seek 
++. are over 28,000 m nt concentrated, 


S 


production-minded men. The reason they read 
it, and pay to do so 100%, is that this only maga- 
zine edited exclusively for metalworking produc- 
tion executives gives them more job help than 
they can get anywhere else. 


American Machinist puts unmatched euitorial 
power behind any product which can help Metal- 
working produce $100 billion of machinery, 
equipment, and appliances this year. And 
American Machinist is the only metalworking 
magazine which offers you the unquestionable, 
completely unbiased proof of readership you'll 
find in the Advertising Research Foundation’s 
first survey of a metalworking magazine. 


Over 600 advertisers can tell you: 

American Machinist is the place to concentrate 
your advertising for top sales in America’s big- 
gest industry. Why buy less...when only 
American Machinist delivers the most in Metal- 
working... and does so at lowest cost? 


ng forces* 
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Standard Oil case was a 5-3 split, 
Sen. McCarran said the bill is de- 
signed to eliminate the chance 
“that a change of one justice or a 
change in the mind of one justice 
might change the law.” 


St. Regis Paper Boosts Gay 
and Adams; Names 6 V. P.s 


Edward R. Gay, senior vice- 
president, has been appointed ex- 
ecutive vice-president of St. Regis 
Paper Co., New York. In addition, 
W. R. Adams, a vice-president, has 
been placed in charge of all pul 
and paper manufacturing; T. ni 
Cosford, a director in charge of 
Canadian operations, has been 
named a vice-president. Five other 
vice-presidents appointed include: 
R. P. Bushman, in charge of filling 
machines; J. B. Eaken, in charge of 
purchasing; Albert Ernest, 
southern timberlands and pulp- 
wood; Willard Hahn, multiwall 
bag manufacturing, and C. H. 
Hartman, in charge of multiwall 
bag development. 


WTV] to Cover Baseball 

WTVJ, Miami, Fla., will televise 
the Saturday night baseball games 
of the Florida International 
League. Domestic Refrigeration 
Co., Miami, will sponsor half of 
each game for Frigidaire. Southern 
Beverages has signed for two spots 
during each game. McDonald Elec- 
tric Co. has contracted to sponsor 
the pre-game “Fan in the Stands” 
for Arvin television. 


Hoover Resigns from Hoover 
Frank G. Hoover has resign 
as president of Hoover Co., No 
Canton, O., because of ill healt 
He will be succeeded by John 
Hattersley, executive vice-pre 
dent. who has been with the co 
pany since 1920. Mr. Hoover coi 
tinues as board chairman. 


Named A. M. of ‘Modern Brid 


James A. Cerbone, previou 
eastern advertising manager, 
been named advertising mana 
of Modern Bride, New York, pu 
lished by Ziff-Davis Publishing 


ADVER-TIES 


(Trede Mork) 


THE “TIES” THAT 
FOCUS ATTINTION 
ON YOUR PRODUCTS 


Here's a modern, sincere 
woy to “Spork” condid 
publicity for your Fine 
Products .. . “ADVER- 
TIES” ore strictly dif 
ferent and convey a 
very subtie “Ad Mes- 
sage"... They lend 
striking appeol at 
conventions and 
ore most effective 
for Product Pro- 
motion... “AD- 
VER-TIES” ore 
now being suc- 
cessfully used 
os a liquidat- 
ing premium 
by solesmen 
for "Good 

Customer 


not stock 
ties but made 
“Special-to-or 
der” and indi- 
vidually de 
signed with trode 
mark, slogon, or illustration of your 
product. . . . “ADVER-TIES” are 
made under exclusive patent, hand 
toilored on quolity materia! by 
tie experts” for over 3! years 
“Adver.Ties” offer o New 
Streamlined Way to tell your 
“best” advertising message 
QUANTITY LOTS SUPPLIED 
at a nominol cost. . . TELL US 
YOUR NEEDS ond we'll give you 
Complete Details and Prices. 


MFG. CO. 
Phone Wibster 9.7592 
322 5. Franklin $1., Chicage 6, til. 


eee ay. ae ay eg ee > ae oe Se ee Su ne ar = eer Eg eg a bay Oe Ce 
To tc ee ee ooo — ee Be ou ae ’ aie a 7 oy a ce peek 2 ee eee: ; Lae — = Nery et es Sage aa 
’ aa a : P . "e: ty 
7 - ie 
meal 
ee P aig 
ee Nii 
Pe 
eK 
aa 
¥ 
Fads 
bee 
“i 
a ea a tana aa a my “ 
ee 
ee 
be . ns 
hea 
iff 

Doe 
oS 

aed 
ae ee 
y 7 : a eat 

oy etl r ‘. : gli a 4 i is > P % ‘ co ma tt : 2 . 5 : J . mee 
=e ceed Sie 2 eg ae : Cte ere. a eee rd 
a us Sa Be ee ' FS gs ale [7 ne as 
| Te tees aa oe eee * eet ae 
ao Sh ee ee ay) gi Fie. f. RE 
: = ifn eae a res Aan = : = eg 
‘ wet Pe ne era if : i My 5 te ie, A 32 
| ae . ey gis Aa : : . a Bt? 5 
4 ie R 2 aa 
q ae aes ae a r ve F iat 
ad ee ik vee ae. f 
ete assy Bee ‘ge oe 

4 7 ts . = ug oe ee A | = 4 at 
| Secee |) Soe int 
Bee Bee es | ae 

} 3 a € : } * ae 
. woe ¢ | Ne 
| e@ee0ee | o 
Po a . i ees, 

' Sates Pee i aca Bh ; a 
5 a Se oh a | a es 
he ee - Be 2: oe 8 | thy as 
hs ae at at : : : : ho ~ Sa 
pee ee ae = | Fr ee 
hoe ve Sea | -. > 
5 ose oe . S; 

P 7h Piped ff | ee ae en es 5 Pat 2 . 
5 ; ae : ‘ er ast 

: ? b- a ao S$? 
N . — - ; oe 
: Pe _ Ey 4 
i Bem! 
é aes 

hoe 
' Be 

ss 
' ; ; me > 
a, 
i ' al 
ij ; | oy * 
= hae 

ap tee 
P eae 
} eS 
Nae 

Y ri 
K ee, 
é< < 3% 
F's 
i oa 
i ' Ape : 
| id { a4 
a BO 
eg 
, r, Orders”. . bas 
: MADE Gar 
a : SPECIAL age 
7 To 6 eae 
; yeaa 
: | ORDER oe 
“ADVER ag 
: | " TIES ore egy 

} | . if rhe o> ; 4 : au BM aie 
$) * Bot ae : = We Se Se ay ee ae nea 

’ x eee . : “ : . ans S ee i ae * ae ie 
; rar in, - ° - - nia se . See. ae ee ged 

ba ca ¥ Pete 5 hl a Tye Fes 7 hae 

; ee 2 : ‘ . A F es eee erty: eds 
' Paces ‘ ic! eae aie " : , me ge ciee : | ei bP 
: BE ee | ee Ss d | ae 
ee: soot tes ES ’ 2 ae Bi 3 pe ‘ 25 she | Vie 
fi , Sys 
ade 
aie 
j BS 3," 

| AMERICAN NECKWEAR mt 

: es 

! Deore | tm 

. ha San 

ms" om 
ie Si ica am rm <a —. - Sn 
Prmin ba ew > ames ee es an . 22D he aa se emt Se ae 2 mY ce ae > aes or ae Ss” ee 


val 
= 


RO ROSES 1 Me 


> 3 


= 


nen ene 


OPER AE GP ta SENG Hi PTO 


1 Chef MILANI 


26 


Notre Dame Adclub 
Told of Coming TV 
Costs Problems 


Notre Dame, INpD., May 2—‘“No 
advertising medium in history has 
started with such amazing dis- 
tribution as has television adver- 
tising,” Robert W. McFadyen, man- 
ager of the television sales plan- 
ning ani research department of 
the National Broadcasting Co., 
told a University of Notre Dame 
audience here this week. 


Speaking at the “»st of a series, 


of five advertising media symposia, 
sponsored by the Notre Dame Ad- 
vertising Club, Mr. McFadyen 
said that in a recent NBC-Hofstra 
study, conducted in the East, it 
was discovered that for every dol- 
lar spent in television advertising 
there was returned an average of 
$19.27 in increased sales volume. 
This study, it was pointed out, cov- 
ered packaged goods of non-dur- 
able quality, such as toothpaste, 
razor blades, etc. 

However, as competition in- 
creases among advertisers, Mr. Mc- 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA * 


Fadyen said, the results will be 
less marked, and consequently the 
problem arises as to the methods 
of cutting costs to the sponsors. In- 
creased sales alone, he predicted, 


will not carry the cost of such ad-| 
vertising when competition stiff-| 


ens. 

In addressing the students, Mr. 
McFadyen emphasized the impor- 
tance of television as a mature me- 
dia. He pointed out that all cities 
with populations exceeding 250,- 
000, except Denver and Portland, 
now have at least one TV station. 


Two Appoint Lewis & Gilman 
Ocean City Mfg. Co., Philadel- 


| phia manufacturer of fishing reels, 


and Montague Rod & Reel Co., 
Montague City, Mass., have ap- 
pointed Lewis & Gilman, Philadel- 
phia, to handle their advertising. 


WSGN Names De Jongh 


Edward De Jongh has been ap- 
pointed director of sales promo- 
tion and research for Station 


| WSGN and WSGN-FM, Birming- 
|ham, Ala. 


| trusteeship suit brought 


| 
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Fitch Was in Good Shape, but Failed to 
‘Keep Up with Trends,’ Gail Fitch Testifies 


Des Moines, May 3—Gail Fitch,; serve the Fitch name, and added: 
former advertising manager of | “I would have done three things 
Fitch Mfg. Co., testified in the|—close our Jackson, Miss., plant, 
by his | cut out some nonprofit items, and 
father, Fred W. Fitch, that the raise our prices to consumers and 
company did not face financial | the trade, in line with rising costs 
ruin when it was sold in 1949 to) of materials.” 

Grove Laboratories. Asked about the decrease in 

The trial is being held to deter-| Fitch sales after 1946, he claimed: 
mine the right of the father to re- “We didn’t keep up with the 
move the trustees, his two sons’ trend.” 
and two sons-in-law, from the He said two other leading sham- 
trust he created for the benefit of poo manufacturers nosed the Fitch 
his heirs (AA, April 30). | company out of first place on the 

Gail Fitch, testifying for the| market by advertising and by pre- 
defense, denied that the Fitch com- | senting a detergent shampoo to 
pany had to be sold, and declared: bay ~sorenges d 

“I'd say it was preposterous that} “Gross sales increase as adver- 
we had to sell—all you have to do| tising costs increase,” he said. “A 
is look at the balance sheet. I'm| Minimum of 25% of gross sales 
just as positive we could have gone | Should be spent on advertising.” He 


on and made a profit as I am 
sure I'm sitting here.” 


s He claimed he wanted to pre- 


his 


Headliner / 


4 


J 


Five days a week, 3:30 to 4:00 p.m., world-famous 
Chef Milani really ropes and hog-ties the ladies 
with his television magic! 

He talks and demonstrates his wonderful recipes 
and food preparations to a goodly portion of the 


bs TV. 


-_ 


eS / 


can make the sales pot 
boil for your food product! 


2.000.000 homemakers in this great market— 
second largest in food sales in the Nation. 


Yes, products move with every Milani mention. 


Milani also knows and calls in person on leading 


food dealers and chain owners to stimulate direct 


merchandising of his sponsored products. 

A few choice spots are still open on this popular 
participation show. Contact K NBH, Hollywood, or 
your nearest NBC Spot Sales Office for complete 
facts on the dynamic Chef Milani Show! 


TO SELL THE BUYING MILLIONS IN 
AMERICA'S 2ND LARGEST TV MARKET 


said the Fitch firm spent $13,198,- 
048 in advertising during the years 
of 1936 through 1947, or 25.2% of 
| gross sales. 


s Gail Fitch discussed a report 
made on the company in March, 
1949, prior to the sale, by the 
Campbell-Mithun agency of Chi- 
cago and New York. The report 
made the following recommenda- 
tions for improving the Fitch com- 
pany: 

“We have observed an overlap- 
ping of responsibility and suggest 
that the concern set up a system of 
responsibility for each major ex- 
ecutive and department head... 
The Fitch management must work 
together as a team . . .The president 
(the elder Fitch) must take the 
| authority to build harmony.” 

The son also disclosed that the 
same agency had made an oral re- 
port, which he claimed suggested 
| that the elder Fitch cease his activ- 
ities in the business. 

Gail Fitch said his father stren- 
uously opposed any change in the 
Fitch shampoo, and as a result the 

shampoo started “losing the 
women’s market because it didn’t 
| satisfy the women.” 


| Altes Beer Ads Voted Best 
|in Tele-Que TV Survey 

Altes Beer commercials on the 
'“Ina Ray Hutton Show,” over Sta- 
tion KTLA, Los Angeles, were best 
liked by Los Angeles television 
viewers during the first quarter 
‘of 1951, according to a survey by 
Tele-Que, Los Angeles TV re- 
search company. The top ten com- 
mercials were: Altes, 17.2%; 
Lucky Strike, 14.5%; Webster's 
bread, 11.3%; Ford Motors, 
6.6%; Muriel cigars, 5.6%; Old 
Gold, 5.1%: Eastside beer, 4.4%; 
Texaco, 3.7%; Chevrolet (local), 
3.4%, and Snow Crop, 3.4%. 

Tele-Que reports, based 
house-to-house _ interviews, 
published monthly. 


on 
are 
Plaques will 


|be awarded quarterly and then 
annually for the most popular 
commercials. 


Monsanto Elects Thomas 

Dr. Charles Allen Thomas, 
prominent in atomic research, has 
been elected president of the Mon- 
santo Chemical Co., St. Louis. The 
former executive vice-president 
of Monsanto replaces retiring 
president William M. Rand. Mr. 
Rand will remain on the com- 
pany’s board of directors. 


Clippings from the business press, 
farm publications and consumer 
magazines can supply valuable infor- 
mation in the operation of business. 
\ Used by business organizations and 
their advertising agencies for collect- 
ing editorial publicity, for maiataia- 
ing competitive advertising files, for 
making research and market studies 
and for developing sales prospects. 

Booklet No. 50 Clippings Aid Business 

Booklet No. 60 Magazines Read by Bacon's 


BACON’S CLIPPING BUREAU 


343 So Dearborn St. Chicago 4 
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Giddap, Iron Horse! 


The golden spike that united a continent signalled a new age of busi- 
ness expansion. Architects of this growth are industry's management 
men ... who initiate, specify and approve company policy and action. 

Today’s freight transportation advertisers recognize the importance 
of reaching decision-making management men regularly through the 
pages of Business Week. For, these executives make or influence buy- 
ing decisions for their organizations. 

That is why, year after year, Business Week carries more Railroad 
Freight Transportation advertising than any other general business 
or news magazine... why, for the past thirteen consecutive years, 
Business Week has led all these magazines in total pages of business 
goods and services advertising. 

When you want to expand your markets... when you want to mold 
the thinking of men who initiate and approve business policy and ac- 
tion, you can mark this down as a truth well 
worth remembering... 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT-MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 18, N. Y. 


America’s Leading Railroad Freight Trans- 

portation Advertisers’ Regularly Reach 

Their Best Markets Through the Pages of 
Business Week 


Association of American Railroads 
Atchison, Topeka & Santo Fe Railway Co. 
Baltimore & Ohio Railroad Co 

Chicago, Burlington & Quincy Railrood Co 
Chicago, Milwaukee, St. Poul & Pacific Railroad 
Chicago, Rock Island & Pacific Railway Co 
Erie Railroad Co 

General American Transportation Co. 
Great Northern Railway Co 

Minneapolis & St. Lovis Railway Co. 
Missouri Pacific Railroad Co 

New York Central Railrood Co 

Norfolk & Western Railway Co. 
Pennsylvania Railroad Co. 

Pressed Stee! Car Co., Inc. 

Pulimon Co 

Southern Pacific Co. 

Southern Railway Co 

Toledo, Peoria & Western Railroad 

Union Pacific Railroad Co 
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A McGRAW HILL PUBLICATION 
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Advertising in the Test Stage 


Trousseau Starts 
Test in Detroit 
Through Grossfeld 


Cuicaco, May 2—Trousseau Lin- 
en Outfitters Inc. is using 300-line 
b&w ads in the rotogravure section 
of the Detroit Times as part of a 


recently begun test campaign for 
trousseau linens. The company al- 
so is running classified ads in the 
same editions of the paper for the 
purpose of enlarging its represen- 
tative organization. 

Further testing is scheduled in 
newspapers in several midwestern 
papers, including the Indianapolis 
Star, the first week in June. 


MARK’ ANDY, INC. 


153 W. Argonne Dr. St. Louis 22, Mo. 


Extra sales for you with printed pressure sensitive 
tape. Gets your message up 

easily—keeps it up. 
cellophane or paper tapes 
available in rolls or strips. 
Assorted colors and sizes. 


Cloth, 


Edw. A. Grossfeld & Staff here 
now handles the account, formerly 
serviced by Allan Marlin & Associ- 
ates. 


NATIONAL HOSIERY 
STARTS NYLON TEST 
PHILADELPHIA, May 1—Nation- 
al Hosiery Co. is introducing its 
60-gauge Lucky Circle nylon 
stockings here with a test car card 
campaign, the first consumer cam- 
paign ever undertaken by the com- 
pany. The test is being run only 
in one trolley line with full-color 
cards, including color swatches of 
six different spring shades. 
Sidney Sklaroff, president of the 
company, said if the test is suc- 
cessful, the campaign first will be 
expanded to buses and trolleys in 
this region and then into other 


large cities where Lucky Circle 
brand stockings are sold. Copy en- 
courages consumers to ask for the 
brand in specialty stores. 

The account is placed directly 
by the company. 


TESTS SPANDY GERMICIDE 

West Orance, N. J.,. May 2— 
Following a brief test in Wilming- 
ton, Del., and a two-week teaser 
campaign in Philadelphia, G. N. 
Coughlan Co. has launched an in- 
tensive newspaper and radio cam- 
paign in Philadelphia for its 
Spandy germicide for all-around 
home use. 

Half and quarter pages will run 
for several months. Newspaper 
space is being supplemented with 
spots on John Trent's “Housewives 
Protective League” on WCAU and 


Your film commercials have greater 
impact, greater clarity when you show 
them in giant size as Spot Movie Ads 


on the screens of movie theatres. 


Moreover, by using your TV commercials 
as Spot Movie Ads (60 or 80 seconds) 
you cut production cost per viewer. You 
can reach an audience of 40 million 
movie-goers, in virtually all cities and 


towns with 1,000 or more population. 


You can pick special markets, if you 
wish, even special neighborhoods in 
those markets. You can show your color 
films in full color. Or you can use black 
and white. Costs are low. The Movie 
Advertising Bureau handles all details. 


Get more information now. Fill out and 


mail the coupon today. 


NATIONAL OFFICES 


a 


YOUR COMPANY | 


MOVIE ADVERTISING BUREAU 
P.O. Box 1223, G.P.O. New York 1, N. Y. 
Please send me more information about Spot Movie Ads in Theatres. 


ADDRESS 


pooccccrnreere 


CLEVELAND: 526 SUPERIORN.E. ¢ 


ovie Advertising Bureau 


MEMBER COMPANIES: UNITED FILM SERVICE, INC. © MOTION PICTURE ADVERTISING SERVICE CO., INC. } 


NEW YORK: 70 EAST 45th ST. © CHICAGO: 333 NORTH MICHIGAN AVE. © NEW ORLEANS: 1032 CARONDELET ST. 
KANSAS CITY: 2449 CHARLOTTE ST. * 


SAN FRANCISCO: 821 MARKET ST. 
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AMAZING NEW GERM KILLER-DISNFES TANT 


ET 50 SAFE ACHR CAN EIT! =r) 
Mtost Power's tome Garmcate (ru Oeweteed a 


TESTED—After a brief test, G. N. Cough- 
| lan Co. has begun running this 5-column 
by 190-line copy in Philadelphia for 
Spandy disinfectant, via A. W. Lewin Co. 


on “Mr. and Mrs.” on WPEN. 
The teaser campaign in Phila- 


| delphia consisted of colorful post- 


ers along transportation routes and 
small insertions in local newspa- 


| pers. 


A. W. Lewin Co., New York, is 
the agency. 


NIDS CHLOROPHYLL 
TABLET TEST SET 

Los ANGELES, May 1—Olympic 
Distributors, marketer of Nids 
chlorophyll tablets, is planning a 
30-day test campaign in San Diego. 

Nids will be promoted both in 
the Tribune and Union with 1,120- 
line insertions, as well as through 
20-second and one-minute TV 
spots on Station KFMB. 

Olympic—of which Bob Hope is 
a principal—also will use con- 
sumer sampling, direct mail, car 
cards, window streamers and a 
personal appearance gimmick in- 
volving Gorgeous George. 

Following the initial test, an ex- 
tended drive will be opened in the 
11 western states. 

Vick Knight Advertising is the 
agency. 


TESTS ADVER-TIES 


Cuicaco, May 2—American 
Neckwear Mfg. Co. has announced 
that a trial campaign conducted 
earlier this year for its Adver-Ties 
has been a “definite success.” 

As a result, the company has in- 
creased its appropriation for the 
specially designed ties that bear 
the trademark, slogan or product 
of manufacturers. In the trial 
campaign only trade publications 
and magazines were used; the new 
appropriation calls for additional 
media (not announced) and larger 
space. 

The trial campaign brought en- 
thusiastic responses from manu- 
facturers in the food, feed, bever- 
age and several hard line fields, 
the company reported. 

Food Research & Advertising 
here handles the account. 


Issues Brochure Promoting 
PROTO’s Ad Plans 


“PROTO means PROfessional 
TOols” is the new advertising 
theme of the Plomb Tool Co., Los 
Angeles. A colorful brochure dis- 
tributed to dealers and jobbers 
outlines the current promotion and 
lists point of sale material and 
other sales helps available to those 
handling the line. 

Ads will be placed in 47 publi- 
cations this year. The company’s 
ad budget for this vear has been 
increased 13% over 1950. Willard 

Gregory & Co., Los Angeles, 
handles the account. 


Weiss & Geller Names Two 


Max Tendrich, a space buyer 
with Weiss & Geller, New York, 
has been named director of media, 
radio and television of the agency. 
He succeeds Lester J. Mallets, who 
resigned. Dorothy Wender, who 
also has been with the agency for 
some time, succeeds Mr. Tendrich 
as space buyer. 
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Never Underestimate the Power of a Woman! 


AMALGAMATED 
nc. 
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continues to outsell every other magazine in the world! 
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Ss 
‘ Other facts developed by the) of ordinary size stocks more than, averages 20,000,000 transactions 
Hs of Consumers Dollar Is Spent report include: 10,000 items. An ordinary grocery per hour for the normal work- 
f Total value of shopping time for | store handles at least 3,000 differ- week. 
4 " “ all families (assuming 200 hours a; ent inventory items. A variety!) On the subject of advertising, 
for Costs Incurred b Distributors year at $1 an hour are spent by | store usually carries at least 100,- the report points out that “adver- 
each household) is $8 billion. 000 different items in stock. tising occupies a parallel position 
, an : | Nearly 3,000,000 different dis-| in distribution operations to the 
U. S. Chamber Reports tributor and is included in the tribution establishments exist in| Counting repeat purchases, a modern machine in production. It 
price the consumer pays.” the U. S., about one for every 15 family makes at least 1,000 trans-| reduces a great deal of the heavy ; 
es 15,000,000 Workers Are P a 12% of a entire —_ families, totaling about 55 persons. actions a year. For 40,000,000 fam- | and repetitive work to automatic * 
. . a . istribution cost and more than Approximately 5% of all dis- ilies in the U. S. this totals 40 processes and requires only the 
E Engaged in Distribution 6% of consumer expenditures for tributors go out of business each billion transactions, considering attention of a few specialists in- 
Liev WASHINGTON, May 1—About half food is for inter-city transporta- year. each purchase of an individual stead of a large number of work- . 
of what consumers spend goes 0M expense, the report says. A retail drug or hardware store product as a transaction. This men with general skills.” ’ 


toward offsetting costs incurred by 
distributors, according to a new 
report on “Cost of Distribution 
Services,” just issued by the 
Chamber of Commerce of the U.S 

Annual consumer expenses total 
about $150 billion, the report says 
while monetary expenses of dis- 
tributors are about $74 billion a 
year. This does not include non- 


cash items and such cost-of-mer- j 

chandise expenses as advertising, 

packaging. storage and transporta- ‘ o ' 

tion . 
At least 15,000,000 persons are S i g g p 5 4 

engaged in distribution, the report 

says. The percentage of workers . 


« 


’ in distributive fields has increased 

: from 4% of all working people 
100 years ago to 25% at present. 

About one-third of all consumer 

goods are bought on credit. Cost 

to distributors in order to provide 

t credit services, the chamber esti- 


W... Country Gentleman ran two features 
mates, totals $500,000,000 annually. 

& 

‘ 


on piece goods in its February issue, 1568 


» The average distributor has be- 
tWeen three and four years’ profit 
tied up in his inventory, the report 

ys. “In maintaining his inventory 
the necessary level,” it adds, 
“™ distributor is risking several 
rs’ profit on his business judg- 


stores in J. C. Penney’s great coast-to-coast 
chain tied in with a bang! 


Reporting results to Penney headquarters, 


store managers said: “This Country Gentle- 


nt and forecasting ability.” man promotion has been terrific” . . . “Best 
ba axes paid by distributors today ‘ : oe i . - .- 
ie several times as tush os total | customer response in a long time™ . . . “More 
| fit, the chamber says, adding comments on piece goods than in years—pro- 
«! that more than $32 billion is col- ° “ 7 aie 
ied in temas from business er motion the talk of the town”... “The day 
' sizations each year, of which 
4 $10 billion comes from distributive 
: a nesses. 


‘ The report also emphasizes that, 
: approximately $15 billion of trans- 

tation costs is paid either di- 
réetiy or indirectly by distributors 


PEE Te: AAS 


5 and is included in prices charged 
¥ camsumers. 
ae ‘ . 
— In many cases, it is pointed out, 
# . “tansportation expense is_ in- 


eufred by producers and suppliers 
at some stage of their operations. 
It Bhen becomes a service cost or 
a tost of merchandise to the dis- 


BUSINESS — 


; In St. Petersburg 
me | It Is Excellent! 


Bank debits for the first quarter 
of 1951 show an increase of 27 
per cent over last year . . . LEAD- 
ING THE ENTIRE STATE OF 
FLORIDA IN RATE OF GAIN.* 


The TIMES, the leading news- 
paper of Florida's fastest grow- 
ing market, continues to gain over 
its 1950 lineage which totaled 


Models of Country Gentleman mother- 
and-daughter dresses used on display 
mannequins required 6,000) yards of 
material! 


‘ 21,859,699 . . . leading in ALL 
classifications . . . leading ALL 
“2 Florida papers but one. 


a wail = — 


: * 

* St Petersburg - Florida Store managers ordered 270,000 promotion he 

. pieces for windows, interiors, ads, direct 

as mail! : 
BY TIMES ~- | 


Represented by 
Theis & Simpson Co. Inc. 
New York Detroit Chicago Atlanta 
V. J. Obenaver, Jr. in Jacksonville, Fla. 


*Source: Fed. Res. Bank, Jacksonville. 
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Robling Joins McCall Corp. 
John S. Robling has resigned as 
public relations manager of Mere- 
dith Publishing Co., Des Moines, 
to join McCall Corp., New York, 
as promotion manager of its pat- 
tern sales division. His new ap- 
—- becomes effective May 


Jones’ Pies Names United 

Jones’ Pies Inc., Hillside, N. J., 
has appointed United Advertising 
Agency, Newark, to handle its ac- 
count. 


Nesco Appoints Richard Gray | Alexander Smith Inc. Formed with 3 Units 


Richard L. Gray, formerly man- 
ager of the rubber goods division | 
of Nesco Inc., Chicago, has been 
named assistant to the president 
of the company. Mr. Gray will be 
responsible for coordinating Nes- 
co’s new goods program. 


Lacey Gets Two Accounts 

First National Bank of Tampa, 
Fla., and the Glades Hotel, Reding- 
ton Beach, Fla., have appointed 
Jack Lacey Advertising Agency, 
Tampa, to handle their accounts. 


Yonkers, N. Y.. May 2—Alex- 
ander Smith & Sons Carpet Co. has 
changed its name to Alexander 
Smith Inc. and realigned its or- 
ganization in order to bring the 
diversified company operations un- 
der consolidated management, ac- 


cording to William F. C. Ewing, 
president and chairman of the 
board. 


Under the new setup, a carpet 
division, linoleum division and 


new products division operate im- 
mediately under the president and 
executive vice-president of Alex- 
ander Smith Inc. 

Houlder Hudgins, former presi- 
dent of the company's subsidiary, 
Sloane-Blabon Corp. is now ex- 
ecutive vice-president. Wilbert C 
Hammel, formerly vice-president 
in charge of sales of Alexander 
Smith & Sons, is now vice-presi- 
| dent of Alexander Smith Inc. and 


Country Gentleman came out direct sales 


resulted.” 


Country Gentleman's power at the point of 


sale showed Penney store 
many 


at retail! 


Read more, used more, liked more by 
2,300,000 prosperous families through- 


ovt Rural America. 


another merchant—and advertiser— 
has learned: Country Gentleman has tremen- 
dous power to move people and goods out in 
the country—out among America’s rural mil- 
lions who spend one out of every 3 U.S. dollars 


managers what 


Each of the 1568 store managers made 


his own decision, for Penney concen- 
trate: authority with individual stores! 


* Asked, “Would you be in favor of 
more such promotions?”, 98.5° of 


store managers answered “Yes!” 


31 


general manager of the carpet di- 
vision 

Lee Waterman, previously ex- 
ecutive vice-president of Sloane- 
Blabon, is now an Alexander 
Smith vice-president and generai 
manager of its linoleum division 
Frank W. Higgins, general man- 
ager of the new products division, 
and John Goodwillie, advertising 
and public relations director, have 
been elected vice-presidents. 


Mobilaire Fan Ads to Push 
Home Demonstration Angle 

Increased supplies of Westing- 
house Mobilaire floor fans in 1951 
will be pushed with larger sched- 
ules in consumer magazines, and 
on Westinghouse Electric Corp.'s 
TV show, “Studio One” (CBS), 
according to H. R. Cummins, man- 
ager of advertising and sales train- 
ing for Mobilaire in Springfield 
Mass. In addition, four television 
spots are available to dealers for 
local advertising 

Since 91% of Mbobilaire sales 
last year resulted from home dem- 
onstration, the ads will be supple- 
mented by point of sale displays 
and direct mail emphasizing this 
service. 


Government Names Four 

The Commerce Department has 
named four consultants to the 
newspaper branch of the printing 
and publishing division of the Na- 
tional Production Authority. They 
are: Harry M. Bitner, radio and 
TV station owner and former pub- 
lisher of the Pittsburgh Sun-Tele- 
graph; William C. Chandler, pr 
ident of Scripps-Howard Sup) 
Co. and past president of 
American Newspaper Publis 
Assn.; Buel Wentworth Huds 
publisher of the Call, Woonsoc 
R. L., and formerly president of 
New England Advertising Exe 
tives Assn.; and Matthew G 
livan, general circulation dire 
for Gannett Newspapers 


Rosentield Names Two 


Rosenfield Advertising Co., 
York and Boston, has announ 
the consolidation of a unique s 
merchandising-advertising ser 
in its Boston office, with the 
pointments there of Leonard K 
zer, former manager of Ros 
field's New York office, as vi 
president in charge of plann 
and merchandising, and Marvin 


, as head of the creative 
partment. Mr. Kanzer will cont 
ue to service New York accounts 


. 
~ oo 


AMERICA'S 
LOWEST COST 
TV FILM 
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Lithography Now a $750,000,000 Business; 
Griswold Tells Technical Developments 


New York, May 1—Lithography 
now accounts for a national vol- 
ume of about $750,000,000 a year— 
and the business has been growing 
at a rate of about $75,000,000 an- 
nually since 1942. 

The lithographic business is 
changing, with its center moving 
gradually west. In 1924, New York 
did about 60% of the lithography 
total. Now there are 210 plants in 
the greater New York area; Chica- 
go has 300. And San Francisco is 
generally conceded to be litho- 
graphy’s third city. There are some 
3,300 U.S. plants. 

These are highlights from an in- 
formal meeting held with the press 
last week by the Lithographic 
Technical Foundation, with execu- 
tive secretary, Wade Griswold, 
presiding. 


s Lithographers are doing more 
and more black and white work, 
perhaps 4% of the annual volume 
is now black and white, and it is a 
growing percentage. 
Lithographers are increasingly 
interested in methods of cutting 
cost, and are particularly inter- 
ested in methods of adapting color 
plates for both letterpress and 
litho work. Plate research is natur- 
alwhere 90% of the plates used 
letterpress are made outside the 
inting plant, about 85% of litho- 
phic plates are made by the 
nter. 
In the fast-moving field of litho- 
aphy, the foundation will shortly 
ve three new technical develop- 
nts. The first is a gauge for 
asuring blanket thicknesses; it 
1 sell for about $150, with about 
% of the price earmarked for 
ther research on printing blan- 
s. The measuring device was 
n out of the desire by blanket 
nufacturers, who financed the 
dy and testing, to get micro- 
ters out of the hands of press- 
n. 


Iso in the works is a device 
faf measuring moisture in paper, 
afid a new registry rule. The regis- 
try rule permits measuring to de- 
dbnine whether a plate is in 
_— before the first color is 
r 


he registry rule was manufac- 
tured in prewar days, but its use 
was limited to foundation members 
—and membership in the founda- 
tion was far below present levels. 
Many of the tools and dies used in 
producing the rule and other tools 
were scrapped during the war, and 
others were lost in a flood. 
Another development noted with 
interest in the lithography field is 
the emergence of huge corpora- 
tion research into printing prob- 
lems. Mr. Griswold attributes this 
to the fact that major companies 


MOVED 
RECENTLY? 


if you have moved, tell us 
about it, won't you? Your 
weekly copies of ADVERTIS- 
ING AGE will not follow you 
unless we have your new 
address immediately. Make 
sure you don't miss a single 
important issue . .. and help 
us make the correction as 
speedily as possible by giv- 
ing us your old address too. 


ADVERTISING AGE, Circulation Dept. 
200 E. Illinois St., Chicago 11, Hl. 


have diseovered that graphic arts 
is now America’s fourth largest in- 
dustry. 


Reddi Appoints Wexton 

Reddi Distributors, New York, 
distributor of Reddi- Wip, has ap- 
pointed Wexton Co., New York, as 
its agency. Radio and publications 
are being used, 


Cut Book Should Carry 
the Word Abridged: Pack 


Trial Examiner William L. Pack, 
of the Federal Trade Commission, 
has recommended that the New 
American Library of World Liter- 
ature (Signet and Mentor reprint 
editions) be ordered to print the 
word “abridged” immediately next 
to the title when a book has been 
cut. He also recommended an or- 
der that substitute titles be placed 
in equally conspicuous type next 
to the original title of books when 
those titles are changed in reprint- 


ing. The library will appeal. 
Examiner Pack found there was 
no evidence to support a charge 
that the New American Library 
had published abridgements as 
complete and unabridged editions. 


Joins ‘Enterprise’ 

Helen Albertson, director of spe- 
cial events and public relations of 
N. Snellenourg & Co., Philadelphia, 
has resigned to join her husband, 
Harry Nason, as editors and man- 
agers of the Enterprise, Saranac 
Lake, N. Y. 
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R&R Chicken to Use TV 


Richardson & Robbins Co., 
Dover, Del., is supplementing its 
newspaper promotion of 
boned chicken with TV participa- 
tion in the East. The films show 
the chicken being packed in the 
factory with emphasis on solid 
packing with no excess liquid. 


Michigan Agency Joins 4 A's 

Staake & Schoonmaker Co., Kal- 
amazoo, has been elected to mem- 
bership in the American Assn. of 
Advertising Agencies. 


‘Where price tells 


Frank Smith, founder of the stores 
“Where Price Tells and Quality Sells” 
—now being carried on by his grand- 
son, H. W. Hart. 


Ea alas pia 3 rie Es Hi 
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The sum total of any national brand success story is 
the aggregate of many sales, in many stores, in many 
localities! National acceptance is won store by store, 
street by street, market by market. Market data must 
be complete and accurate at the /ocal level—or it’s all 
pie-in-the-sky. It’s by keeping the local touch you sell 
the millions of people who buy your brand! 


It's this local touch, applied to the enormous growth 
of the Detroit market in the last 50 years, that’s behind 
the 300 stores of the C. F. Smith Company, Michigan's 
first, oldest, largest grocery chain. Folinder Frank 
Smith began as a wagon vendor, borrowed $300 from 
his wife, Catherine, to open his first Detroit store. 
That's why the “C” is in the firm name—“C” for 
Catherine ...and for Confidence in the local Com- 
munity! Frank Smith gave the grocery trade a slogan 
known to every Detroiter, “Where Price Tells and 
Quality Sells”; a new food merchandising idea in his 


and quality sells” 
hy.» IT’S AT THE LOCAL LEVEL! 


C. F. SMITH COMPANY slogan moves groceries 
to the pace of DETROIT assembly lines. 


cash-and-carry policy; a new method of operating local 
business in his “Papa and Mama” stores, where a man 
and wife share the management, the neighborhood 
gossip and the profits. 


To mark its Golden Anniversary this year, C. F. Smith 
Company has embarked on a large-scale store modern- 
ization program and a new policy of greater emphasis 
at the local level on nationally advertised canned and 
packaged foods. 

Perceptive sales executives of national advertisers ap- 
preciate this truism of local marketing, rely more and 
more on complete, accurate local market data. That's 
where the Hearst Advertising Service is ready to help 
you. Your H. A. S. man has all the facts you need to 
know, evaluate and sell the ten major markets in 
which more than half the country’s buying power is 
centered. Call him today! It means more profits in 
your local markets tomorrow! 


KNOW YOUR NEWSPAPER MAN TO KNOW YOUR MARKETS 


ial: Hdverlising Service 


Herbert W. Beyea, General Manager 959 8th Avenue, New York 19, N. Y. 
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Circulation Group Elects 

The Northern States Circulation 
Managers Assn. has elected Nor- 
man Doman, Minneapolis Star and 
Tribune, president. Other officers 
are: Helevik, Free Press, 
Mankato, Minn., vice-president, 
and W. R. Schaefer, Eagle Star, 
Marinette, Wis., secretary-treasur- 
er. 


Signs ‘Breakfast Gang’ 

Borden Co., New York, has 
signed to sponsor “Breakfast 
Gang” on the full Don Lee Broad- 


casting System of 45 stations for 
a period of 26 weeks. Sponsor- 
ship will be for instant coffee on 
Mondays, and for evaporated milk 
on Wednesdays and Fridays, 7:30- 
7:45 a.m. Young & Rubicam is the 
agency for Borden's evaporated 


milk, and Doherty, Clifford & 
Shenfield handles the _ instant 
coffee account. 


Colgate Adds Telecast 
Colgate-Palmolive-Peet Co., Jer- 
sey City, will sponsor “Strike It 
Rich” three times weekly over 
CBS-TV, starting May 7. The 30- 


minute giveaway will be aired 
Monday through Friday at 11:30 
a.m., EDT. William Esty & Co. is 
the agency. Colgate presents the 
broadcast version of the show over 
CBS, Monday through Friday at 4 
p. m., EDT. 


Gonzalez Joins Gerber 


Frederick Gonzalez, export man- 
ager of the McCall Corp., has re- 
signed to become manager of the 
export department of Gerber Prod- 
ucts Co., Fremont, Mich. The Ger- 
ber export department is a new 


development, prompted by the 
“rapid expansion of Gerber baby 
food sales in foreign markets.” El- 
ton Meyer, treasurer for Gerber, is 
department director. 


Joins ‘Women's Wear Daily’ 

E. F. Clement, formerly with 
J. C. Penney Co., has joined the 
advertising sales staff of Women’s 
Wear Daily, New York, special- 
izing in cosmetic and toilet goods 
accounts. He succeeds Nelson Mil- 
lard, who resigned to join Har- 
riet Hubbard Ayer as sales mana- 
ger. 


weer 


A half-century ago— Frank Smith 
showed the initiative that built a 
business by selling groceries by 
rowboat on the St. Clair River. 


The C. F. Smith Com- aM, ‘ "a 


pany has pioneered 
many food merchan- 
dising ideas and 


-> ' 


New York Journal-American 


Baltimore News-Post Am 


Pittsburgh Sun-Telegraph 
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San Francisco, Seattle. 


Offices in Principal Cities representing 
Albany Times Union 

San Francisco Examiner 
Detroit Times 

Boston Record-American Advertiser 


erican 


Los Angeles Examiner 
Chicago Herald-American 
Seattle Post-Intelligencer 


Copyright 1951 by Hearst Consolidated Publications, Inc., Hearst Advertising Service Division. All rights reserved, 


We've walked half-a-million city blocks to analyze 445,456 
stores and 3,037 shopping centers and streets in 9 great mar- 
kets. Result: a practical guide for sales executives who want a 
down-to-pavement local sales approach to 40 million people 
who spend $20 billion annually. Already charted: Baltimore, 
Boston, Chicago, Detroit, Los Angeles, New York, Pittsburgh, 


9th Annual Weekly 
Paper Directory 
Issued by NAS 


Cuicaco, May 1—Newspaper 
Advertising Service, weekly news- 
paper advertising representative, 
has issued its ninth annual “Na- 
tional Directory of Newspapers.” 

The directory includes circula- 
tion, advertising and mechanical 
data, plus city and county statistics 
for weekly, semi-weekly and tri- 
weekly newspapers in the U.S. 
and Alaska. 

In addition, NAS-audited week- 
lies, ABC weeklies, Canadian 
ABC weeklies and a number of 
small city dailies are listed. 

A total of 15,000 changes were 
necessary to bring last year’s di- 
rectory up to date, NAS reports, 
and the tabulation indicates that 
total circulation of weeklies is up. 

| Papers which are members of the 
|Audit Bureau of Circulations 
| (there are 311 represented by 
NAS) have a total circulation of 
| 906,207. 

| Copies of the directory are avail- 
| able from Newspaper Advertising 
fetes 222 N. Michigan Ave., 
Chicago 1. 


Pangborn’s Starts Campaign 

Pangborn’s, Ottumwa, Ia., in- 
| dustrial wheel manufacturer and 
renovator, has launched a 
wheel salvage campaign u 
trade publications and direct r 
Imminent material shortages 
emphasized in the copy. Jame: 
Taylor Jr. Advertising, Ottum 
is the agency. 


Radio Sales Names Geddes 

John Geddes, formerly of K 
Boise, Ida., has joined the 
| York office of Radio Sales, r 
and television station represe 
tive division of Columbia B 
| casting System. 


‘* BLIND FLYING" IS Wit te 


Planning advertising and promotions 
al campaigns without full knowledge 
of the consumer market can have 
unfortunate results, Businessmen 
have been known to make sizable in- 
vestments in marketing activities 
with little information of their cur 
rent market or the segment of the 


population they should be reaching, 


National Farnily Opinion can tell you 
about American families +> what 
they want, prefer, need and buy, In- 
formation as to consumer brand us- 
age, buying habits and preferences, 
and brand switches are a few of the 
things that canbe learned accurately 
and quickly through National Family 
Opinion facilities, 


Product and package tests have been 
successfully conducted for over 100 
of the largest and best known manu~ 


facturers, pac kers and advertising 


agencies in the nation, Let us tell 
you how our specially designed pan- 
els of families might help meet your 
specific require ments with up=' o- 


jate, accurate facts about your con= 


sumer market, 


Nalleowal 
fowtily YA 
S—.. , 
162) CANTON STREET 
TOLEDO 2, OnIO 
Long Distance Number 201 


Branch Offices In 


New York Chicago 
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Subscription Plan for Public Service Ads 
Described in Bureau of Advertising Booklet 


New York, May 1—Public serv- 
ice advertising on an annual sub- 
scription basis is described in a 
new Bureau of Advertising bro- 
chure. 

Eight newspapers currently fol- 
low the basic idea of a single an- 
nual subscription for all public 
service advertising run in the com- 
munity during the entire year, 
BofA reports. 

Leading merchants and other 
business firms are the chief con- 
tributors. They pay rates that vary 
with the paper. One paper charges 
the open retail rate, another a spe- 
cial rate half way between retail 
and general, while a third charges 
whatever rate a contributor is cur- 
rently paying for commercial ad- 
vertising 
s “The best starting point,” says 
BofA, “is to decide how many 
pages of public service advertising 
your community should have in a 
12-month period. Then, having se‘ 
the rates, you calculate how many 
subscriptions—and in what 
amounts-—-it will take to produce 
the total amount needed.” 

Total pages, BofA says, vary 
widely. The Hartford Courant runs 
18 to 20 annually, the Hartford | 
mes 25 a year, the Louisville | 
urier-Journal and Times run 40 
ges, the Paterson Call 52 pages. | 
e Spokane Spokesman-Review 
d Chronicle schedule 20 pages | 
» Greensboro Record and News 
pages, and the St. Joseph 
ws-Press 60 pages. The Toledo 
ade and Toledo Times share 30; 
ges 4 year. 
newspapers support such 
ipaigns as Red Cross, cancer 
trol, and tuberculosis seals on | 
national level. and various oth- | 
programs on the local level. 


“Whether your primary objec- 
e is to avoid having to donate 
ce or to build additional linage, 
s public service advertising 
n is a very genuine service to 
y@ur community,” says BofA. “By 
taking the !ead in such a plan, you 
wil be building good will for your 

Bwspaper by: 

“Eliminating the extra work and 
irfitation of passing the hat at 
fr@quent intervals; by putting the 

vertising support of worthy 
causes on a businesslike basis; by 
spreading the financial support of 
such companies more equitably 
throughout the community; by in 
suring adequate advertising sup- 
port for every deserving cause.” 


brochure BofA claims 
that newspapers taking the lead 
in such a plan will be filling a real 
need in their communities, and 
goes on to quote an editorial in 
ADVERTISING AGE, which 
part: 

“If ever there was a time when 
local advertising organizations 
should equip themselves to per- 
form public service functions 


NEGROES SPEND 
$15 BILLION A YEAR! 


DO THEY SPEND IT 
ON YOUR PRODUCTS? 


You can get your share of this vast and 
wealthy market—reach Negroes the way 
they want to be reached—through their 
own Race publications—the newspapers 
and magazines they welcome into their 
homes and read constantly. Negroes are 
intensely loyal to the advertisers they see 
in their own publications—give this mar- 
ket an urge to buy that they'll respond 
to! Stop overlooking $15 billion—Negroes 
buy what you sell—if they read about it 
in their own publications! For full details 
write Interstate United Newspapers, Inc., 
345 Fifth Ave., N. Y., serving America’s 
leading advertisers for over a decade 


ONE EXAMPLE: 
the cream of this rich market 
the New Courier—read by 1,500 legroes in 
42 states each week Color comics, magazine 
section, and news section help make it_ Amer 
ica’ ® most complete weekly newspaper. Tell the 
Negro--you l! sell the Negro! Act now’ 


for a publication that sells 
you can't beat 


said in 


within the realm of their partic- 
ular skills and aptitudes, that time 
is now. In the wake of the de- 
fense economy, the need for pub- 
lic service operations on behalf of 
all sorts of community projects 
will be enormously increased, and 
local advertising talent should be 
willing, able and well organized 
enough to meet them. 


“Organized effort, embracing all 
branches and divisions of busi- 
ness, is the only effective way to 
make sure that the requisite man- 
power and brainpower is avail- 
able without throwing an intoler- 
able burden on a handful of in- 
dividual companies who are al- 
ways heedful of their responsibil- 
ities in this direction.” 


‘Herald’ Promotes Four 


The Herald, New Britain, Conn.. 
has announced four promotions 


following the death of Johnstone 
Vance, publisher and managing 
editor. They are: Robert C. Vance, 
co-publisher, to editor and pub- 
lisher; Arthur E. McEvoy, assist- 
ant managing editor and city edi- 
tor, to managing editor; Herbert 
M. Peterson, business manager, to 
general manager of the business 
department; and William Mill, re- 
tail advertising manager, to ad- 
vertising director. Mr. Vance was 
elected president of the Herald 
Publishing Co., and Gardner C. 
Weld, former New Britain mayor, 
was voted vice-president. 


Advertising Age, May 7, 1951 


Radio Ads Set for Olympene 


Northrop & Lyman Ltd., Toron- 
to, will augment its spring and 
summer newspaper campaigns for 
Olympene, an antiseptic liniment, 
with radio advertising in key Ca- 
nadian markets. Name reminder 
newspaper insertions are sched- 
uled for the company’s Kellogg’s 
Asthma Relief and will be intensi- 
fied during the hay fever season. 
Direct mail to druggists is being 
used for both products. Walsh Ad- 
vertising Co. Ltd., Toronto, handles 
the account. 


YOU’RE LOOKING at a city within a city. It’s the magnificent Parklabrea 
Resident Community located only 15 minutes from the heart of downtown 


Los Angeles. The tower apartments, now nearing completion, will be 


home for an estimated 6500 people, while the garden apartments which 


radiate from the circle now house 3500 persons. Built for Metropolitan 
Life Insurance Company at a total cost of $40,000,000.00 it is a perfect 
example of a concentrated market; the kind of a market you get when you 


place your advertising in the BIG Los Angeles Evening Herald and Express. 


The Herald and Express concentrates its circulation where Los Angeles 


concentrates . 


. in the area where more than 58.6 per cent of the pop- 


ulation lives and where 71.8 per cent of all retail sales are made. 


Use it regularly to reap rich advertising returns. 
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Advertising Age, May 7, 1951 
Camera Promotion Set 


Vacation sales promotion for 
Bel! & Howell movie equipment 
includes four-color ads in Holiday 
and The Saturday Evening Post, 
b&w space in Esquire, National 
Geographic Magazine and Parents’ 
Magazine, and newspaper sched- 
ules in 98 cities. Spreads in Amer- 
ican Cinematographer, Home Mo- 
vies, International Photographer, 
Modern Photography, Movie Mak- 
ers, Popular Photography and U. 
S. Camera also will be used, and 
newspaper mats, radio spots, direct 


mail and point of sale material 
are available to dealers. McCann- 
Erickson, Chicago, is the agency. 


Nash Motors Names Beach 


R. C. Beach has been named as- 
sistant sales promotion manager in 
the service, parts and accessories 
department of Nash Motors divi- 
sion of Nash-Kelvinator Corp., De- 
troit. Before joining Nash in 1950, 
Mr. Beach was district sales man- 
ager of Lempco Products Inc., and 
Caribbean regional manager of 
Bendix International division. 


Nation-Wide Bus Advertising, New 
York Motor Coach Advertising, 
Public Service Coordinated Trans- 
port, Surface Transportation Ad- 
vertising, Transit Advertisers, and 


Eight Surface Line 
Ad Companies Form 


New York Package Transportation Displays. 


New York, May 2—Eight sur-| These eight cover 11,000 trans- 
face transportation advertising portation units in 16 counties in 
companies have come together the 25-mile area surrounding and 
here to form the Greater New including Manhattan. The group 
York Surface Group, a transpor- delivers 175,000,000 circulation a 
tation advertising package. month, it reports. 

The companies are: Driscoll Ad- Advertisers buying the group get 
vertising, John H. Livingston Jr., a 10% package discount and thus 


peeeererce® 


>». 


Lac teapots Baming 
‘| HERALD = 
| EXPRESS 


Los Angeles’ BIG \_ Evening \ NEWS paper 


Photo by Spence Air Photos 


REPRESENTED NATIONALLY BY MOLONEY, REGAN AND SCHMITT 


pay (for 11x21” space for three to 
five months): $8,455 for full serv- 
ice, $4,670 for half, and $2,546 for 
quarter. A Surface Group pack- 
age may range from about $1,600 
to $13,000 a month. 

Among the advertisers who have 
signed with the group are Frank- 
fort Distillers (for Paul Jones and 
Four Roses whiskies), California 
Fruit and Martinson’s coffee. 


Creates Market Department 


Meldrum & Fewsmith Inc., 
Cleveland agency, has created a 
market development department to 
analyze and interpret marketing 
facts for its clients. Under the di- 
rection of Herbert A. Shutts, the 
department will include a sales 
training division to give profes- 
sional counsel on all aspects of 
selling. 


Tyroler Joins MacFarland 

Betsy Tyroler, formerly with 
LeVally Inc. and McCann-Erick- 
son, has joined MacFarland, Ave- 
yard & Co., Chicago, in general 
charge of research activities. 


The COURIER- EXPRESS 


SELLS 
WESTERN NEW YORK 


Because WESTERN N. 
1S SOLD ON THE 
COURIER-EXPRESS 


oe 


ONE REASON is that in 
dition to outstanding ne 
coverage, this fine pap 
carries a choice selection 
nationally known featu 
writers and leading comics. 


OUTSTANDING WRITER 


| MEER TE RN HS / 


ps aaa 


. 
cee Oe 


j 
Drew Peorson Josephine Low a 
Walter Lippman Bugs Boer i , 
Ed Sullivan Robert C. Ruork 
Joseph and Eleanor Rooseve' 
Stewart Alsop Hedda Hopper 
Henry McLemore Alice Hughes : 


THE PROOF is found 


the fact that the circulation 
the Sunday Courier-Express* 
is the largest in the eight 
Western New York counties 
which constitute the Buffalo 
market...and that the morning 
Courier-Express is widely ree- 
ognized as the best key to sales 
to those families with the 
most money to spend. 

*290,348 ABC Audit, 9/30/50 


COLOR 


for Greater Selling Power 


WaT RS 


> VR 


Full color (two, three or four) 
available weekdays .. . black 
plus one color, Sundays. 


BUFFALO 
COURIER 
EXPRESS 


Western New York's Only Morning 
end Sundey Newspaper 
REPRESENTATIVES 
OSBORN, SCOLARO, MEEKER & SCOTT 


It Gets Results Because It 
Gets Read Thorough! y 


¥ 


|) Gas Sem ee aoe — 38 ee ee *~ ‘ Sa Sy aan ; oe Ti hs Se ae 
mee a. eee ad Pee an | ea ze a of an As ns areca) Oe a eee ae Pe Paes 5 
‘Gin Se ea aes oe oa cme — eo ho Sedge Oe fs cc). te RRI 5 aeee er ms «i 
ae) a, : co). ae “il oy . Ag ee on eet : ‘ aes iss Ae 
4 Me os 
“ it 4 ye 
; pes 
» a 
a ‘ = iid 
f Pe ae 
a 
C2 ey 
|. a Fae 
i =e 
“ae 
{ EAM. . 
\ ee 
a f. 
t * i t 
aa 
> i ee 
\ ae * 
4 pian 7 
x 
y ae 
f} ee ae 
: Teele 
“as 
. es sS 
“i _ ran 
aes | 
. 4: 
Sod, aoe 
7 - . . 4 ax ee 
_ Soe aoe eee Pe ke tae ne aie | 
: are. fre ad ine: ar Oe ry Foetus ae eS a Oe 
; a a Pe ee Ce a ee ee. baa 
Ck oe one a tre t 1 Dt oe: ee &,) =o Ee eo as 
{ waced eek ; : in - Cd os 
if ee ee ~~ a - ~ - * } ton ° es me ‘ = wil 
| , wa ag ee. 4 ~ te % . <i } . ‘d I ‘. : gf " je gg aay F ee 
—  ~— ry a, t -tigt: bys 3 gil oi Fae hehe: 
. ; i EE ret te er gtt } P =o ae aie 
, ¢| wie” See GRY f° TEE | Sia aa is 
4 t im: aE : er Ei ee : ee tek 
= ae te ‘mm: na — +f s3: = ee ays 
) ne Ta 1 bok © — — ¢ ' yw. Sas “ a »* Cine. 
: ae Ee : ii . 4 ‘ “ : ey pes i , - ¥ a IE EES StS a ee 
’ " | ast oe . ; oe! * e Sac 2 - > ; ae 
H Sot _— Ayo stt ie a ae +h ™ ; ‘| i QOS eer 
ee ‘} its : . a " er : 4 Scie: — Tot 
h| SFR Be °° * -& BoE Ree <s a | 
. 7 Pe bet . > : << 2a ; ; — Ses + ; phn 
rn me au*tt {ig - . c. oy ° . 5 $i ‘* - = , 
her - 33 Gt He . ies, * , oo?" baa Bat. iia: Set ae 
i # i ioe es 4ciimes | sll - all oe af e $2 Y “6 tng, : ; : cs s ’ De Pt 8 
eh es * —" Sa a se ww sie 
‘ baccarat oF Ss ae 2 Aeigif a : . 3 an ae FF ee r py Fos 
\, . ba be : -_ cs ° - e . . i : . - " a: 
- ee - > : . : . ‘ 4 
a ees oe La ~ : . ee —. Lae 
ee cae a = on 7 : oe = Oe Wage SS 
“yas E -—o- 5 ‘ ; - ; ae - - ee a : ch. 
ae ri ? ‘ - — ma . : nro ae > . : ey ly E oe 
a. - #8 ene * 5 agg ; Se 4 Bic 
j go Ss] Jae >i * SS : - te ioe >. 
} a es $3 ei plea: ae 4 Ps Sing oa : a ; Se 
) sie" ote a -— i a se ae - a me) et. 
f = ie oe ee ie FR See Poe . ae eee a 
cS ee |: =: — — a ae 
~ oe <s ae ee ae b- ene ee en a! ee 
—— — ~— — ae | ae BS 
{ é . Ciel oe Sea s'*o* oo — 5 Rey ‘he od = } is ae 
“ag ; at rm em a ony te “. - ae 
“Gee Tae ei a it oe: rh ae - >" A ‘ ts 4 een 
a  - ” ys : : ipa: to we e*, eas ee, . ws Payee 
; wari’ _ ., oe ens < = i a ea 
i on a : ie, ee e's Te : ee ae er A Tags 
a “ 7 } : * . - 4 ¢ Ce at ‘1 
ae ye ; ; .. bf r a ° ee _ f : i 
, + ene. : +. Ste atte, OR Speen - ‘ iit “ ‘Ge © | fede 
t e 4 me Ce he eu . . fy oor : - 
a.” . > imnae* . ‘ es, : a & fe 4 Je of - 4 ee 5 fe p vie 
4 SO ld : : - ": ™ . < ‘ <i, p oe 
_, . ie Se , is % ate s J a ale ae 
aie. pees - See Oy eh Se Pie, Mal nq ‘ oa ma tet 
‘3 1 ie i Bere rt : ae a Be é P. a » = = Toe 4 ae OE. 
j “7 ee a an oe bg 3 P i = chu a Baad <4 
a, ee MF ? ee ‘ a o s2 “- a Me. a 
MS a ~. -_ gg ae 2 
pia 1 Na Oe ets ae sa ee \ a oS an + 
: “Fe. ; a We age .... » > * eee Pee Te ee S 
: id es ey oy te ee ail F ’ ,% oe 
a SI i er ee : . 
ea me ue tn oe’ i a a oan > 
“aa ~- : ae etn fe Pose ~ ie ae ee \ " - a 
Mek -. oe : : eo. ae . a ae Ds : * ana Pi 
wv }, Z aw F. a * Sele rl ee OY ate \aecoecng ~ ; St 
> Fe . “ CC a + lg wee te ‘oC : me aes 
i oat oa See >. ae ee ee ae : | 1g ae 
at. ing P ¥g : a ee ee *. ae See 
: . Lae ey ap, —— -* Serene, 2 , ors % Bios bane | some S 
ong) ne - ; = < 4 ie Be pO ® msg : ie ae a a ‘a a4 L ; 7 ged 
via = ee Pha a a ———— ee ~~ “i “4 ey 
brian : ge _ ‘ oy ee “ ae paa, 
ae , » Fy. < » pe 2 : er 
a eS , A Fora = a : <a oo / Reels + 
oe . 2m ' . SS ieee * a ey , ee. ~ Aa 
tae ‘aah fa ° «& . P i 
ter Pe... ‘ - ; — “? f : ya 
. a 
Cs aes 
Be ik 
moh 
Bes. 
ae te 
ves 
“whe 
a. ae 
ae a, 
See 
; > t 4 te * 
> by 
os a 
ee 
Sa | ae 
[ ap. 
\ Opa 
/ - 
; : “a 
' ‘ 
% “ Rin 
' ee 
' he “i 
>be 
aoa 
5% | Semen Te. ete a aa ae” 2 oe <5) a = a ie _ oe . oe ee Rn? ee OE Cae ae ae 


U.S. Treasury Names Gatton 

Harry Gatton, head of Gatton 
Advertising Agency, Statesville, 
N.C., has been named assistant di- 
rector of radio and television ac- 
tivities for the U. S. savings bond 
division of the Department of the 
Treasury, Washington. 


Robert Otto Co. Moves 

Robert Otto & Co. New York, 
has moved to new and larger of- 
fices at 25 W. 45th St. 


Mint Julep, Suh? 


Cc, Down in the Py theold mule 
d\ is fast becoming legend, and 
grandmaw, puffing her corn- 
cob, is losing out to grandpaw, 
smoking Chesterfields. Prosper- 
ity is sweeping across the South- 
land and living standards are ris- 
ing fast. SOUTHERN FARMER 
gives you this lush market at a 
lower cost-per-thousand than any other 
farm publication. Letterhead brings facts. 


SOUTHERN FARMER. 


737 N. Michigan Ave., Chicago 11, lil. 


Earnings of Advertisers 


SHAR 

SALES EARNINGS EARNINGS 
COMPANY 1950 1949 1950 1949 1950 1949 
Allied Stores & Subs. $439,908,620 $407,838.280 $14, oe = $12,227,302 $6.69 $5.42 
Carson Pirie Scott & Co. 72,114,827 63,432,184 1,377 29,060 3 
Cuneo Press Inc. oe == 1,002 ‘a6 1,052,425 93 97 
Gimbel Brothers Inc. 291,076,887 280,831,558 7.106.650 6,171,773 3.31 280 
International Paper Co wae —— 66,647,151 51.646.739 7.38 5.70 
W. A. Sheaffer Pen Co. 21,907,876 19,368,369 2,861,289 2,704,954 353 3.34 
Tele-Tone Radio Corp. 19,785,604 12,174,914 646,372 — 1% — 


Avon Shoe to George Kahn 
Avon Shoe Co., Avon, Mass., has 
named the George N. Kahn Co., 
New York, to handle advertising 
for Avonettes and Haymakers, 
women’s shoes. Full-color pages 
are scheduled for Glamour, Har- 
per’s Bazaar and smaller space in 
American Journal of Nursing and 


Modern Beauty Shop. 


Ward Baking Buys TV Show 


Ward Baking Co., New York, 
through J. Walter Thompson Co., 
is sponsoring “Cisco Kid,” over 
| WMBR-TYV, Jacksonville; WBRC- 
TV, Birmingham, and WNBK, 
Cleveland. The series is filmed by 
Ziv Television Programs. 


Langendort Signs KNBH Show 

Langendorf United Bakeries, 
San Francisco, has signed to spon- 
sor a new western TV series, 
“Range Rider,” over Station 
KNBH, Los Angeles, Thursdays, 
7-7: 30 p. m., for Langendorf bread. 
Biow Co., San Francisco, handles 
the account. 


Worthington Names Reinking 
A. F. Reinking, formerly assist- 
ant sales manager, has been named 
manager of the steam turbine sales 
division of Worthington Pump & 
Machinery Corp., Harrison, N. J. 


Mr. Reinking will make his head- | 


quarters at Worthington’s Wells- 
ville, N. Y., plant. 


Which reaches more families 


Let > et 


ee em oe 


(Corporate Limits) 


LIFE.........17% 


| COLLIER'S.........14% 
POST.........12% 
LOOK........1% 

NArAMe. ........BB% ince minions 


of 20° coverage in 28 


with the Wichita 


Eagle 


and the picture is similar in 
all 33 Parade cities of origin 


The Sunday Picture Magazine 
Providing a Minimum of 20% Coverage in... 


1993 Markets 


Wichita? 


Here are the coverage facts 


adjacent markets of 1,000 


or more population 


a 


COMMEMORATIVE BROCHURE—Here is one of the inside pages of John Donnelly 
| & Sons’ 100th anniversary booklet on outdoor advertising. The right-hand page here 


shows reproductions of well known Chesterfield, Flit and Palmolive ads. 


Donnelly Tells History of Outdoor Ads 


Boston, May 1—A quick picto- 
rial revue of the high spots in the 
history of outdoor advertising can 
be found in a special commemora- 
tive booklet issued by John Don- 
nelly & Sons, outdoor advertising 
company. 

The booklet, which was in prep- 
aration for more than a year, ac- 
cording to Edward C. Donnelly Jr., 
president of the company, contains 
reproductions of ancient and not 
so ancient outdoor advertising 
forms. 

Among these are an Egyptian 
obelisk, wall signs from Pompeii 
(indicating a baker, a wine mer- 
chant and a dairy), and some in- 
scriptions from Pompeiian walls, 
advertising the featured gladiators 
and race horses in the coming 
amphitheatre games. 


a One of the more interesting re- 
productions is a poster advertising 
an 18th Century London shoe- 
maker. It announces: 

“All sorts of Fine Leather Cloggs 
fine Leather Patterns Corke Cloggs 
for Ladies all sorts of Cloggs for 
Gentlemen and all other sorts of 
Cloggs and Patterns Likewise all 
Sorts of Leather Cloggs for Chil- 
dren. Sold by whole Sale or Re- 
taile.” 


Other illustrations in the book- 
let include a carnival booth at Lon- 
don’s Bartholomew Fair and an 
artist’s version of French town 
crier advertising in the Middle 
Ages. 

The brochure also includes a 
paragraph on the earliest cigar 
store Indians, created in England. 
This character was portrayed as 
a Negro wearing a feathered head- 
dress and a kilt of tobacce leaves, 
and was known as a “Virginian.” 
It is explained that the English ap- 
parently confused the American 
Indian who first smoked tobacco, 
the Virginian from whom the to- 
bacco was imported, and the plan- 
tation worker who raised the crop. 
Also pointed out is the fact that 
in the U.S. the cigar store Indian 
was accurately portrayed as a tom- 
ahawk-brandishing Indian chief. 


s Some of the booklet’s pages are 
devoted to such famous outdoor 
ads as “Quick Henry, the Flit,” 
“Blow Some My Way” and “Treas- 
ure that Schoolgirl Complexion.” 

A copy of “Advertising in Pub- 
lic,” prepared in cooperation with 
the company’s agency, John C. 
Dowd Inc., is available on request 
to John Donnelly & Sons, Egleston 
Sq., Boston 19. 


Industrial Admen Prepare 
Booklet on Ad Careers 


The Chicago Industrial Adver- 
tisers Assn. has now in production 
a new booklet, titled “How to 
Prepare for a Career in Industrial 
Advertising,” to aid undergrad- 
uates in preparing themselves for 
the industrial advertising field. 
Included is advice on what sum- 
mertime job students should get 
and how to get such jobs. The 
booklet will be out early in May. 


‘Times’ Shifts Pennington 

Jerome Pennington, formerly in 
the local display advertising de- 
partment of the Hartford Times, 
has been transferred to the pa- 
per’s national display advertising 
department. 


Appoints Lewis & Gilman 

General Refractories Co., Phila- 
delphia, has appointed Lewis & 
Gilman, Philadelphia, as its agen- 
cy. McLain-Dorville Inc., Phila- 
delphia, formerly handled the ac- 
count. 


Sargent Promotes Duft 


J. Bryer Duff, general sales 
manager of Sargent & Co. New 
Haven, Conn., manufacturer of 
hardware and locks, has been 
named a vice-president of the 
company. 


Yale & Towne Names Amann 
A. Charles Amann, formerly in- 
dustrial sales manager of Yale & 
Towne Mfg. Co.'s Stamford, Conn.., 
division, has been named general 
sales manager of the division. 


Young & Rubicam Names Four 


George Allison has been named 
director of all media for the Los 
Angeles office of Young & Rubi- 
cam. Julie Herrell has been named 
time buyer and Robert Welty has 
been named media statistician for 
the office. Robert B. Owens Jr., 
formerly in Y&R’s New York ac- 
count executive department, has 
been transferred to the Los An- 
geles office in the same capacity. 


Joins Robertson & Buckley 
Bart Farrell, formerly a copy- 

writer and contact man at Russell 

T. Gray Inc., has joined the staff 


of Robertson & Buckley, Chicago 
agency. Mr. Farrell will work 
largely on _ industrial accounts 


serviced by the agency. 


WKRC-FM Promotes Venass 

Verne V. Venass, sales repre- 
sentative for Station WKRC-FM, 
Cincinnati, the transit radio divi- 
sion of Radio Cincinnati Inc., has 
been named sales manager of the 
station. 


To Hoefer, Dieterich & Brown 
Grove Regulator Co., Oakland, 
Cal., manufacturer of valves and 
regulators for the petroleum and 
gas industries, has appointed 
Hoefer, Dieterich & Brown, San 
Francisco, as its agency. 


Miller Joins Mohican 

Allen Miller, formerly an ac- 
count executive of Bertley, Singer 
& Stonehill, New York, has joined 
the advertising department of 
Mohican Stores Inc., New York. 
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|W years 


Discovery in 1901 of the Spindletop field at Beaumont, Texas, 
marked the beginning of important oil developments in the 
Southwest. In 1902 The Oil and Gas Journal was founded 
... Rotary drilling was introduced at Spindletop soon there- 
after... The Wright Brothers flew first in 1903... Ford 
Motor Company opened in 1905... and so, the “Petroleum 
Age,” one of the most stirring periods in America’s history, 
was begun. 


f Pages of The Journal have carefully recorded events and 
technical developments in the oil industry of the Southwest 
during the last half century, and today represent the only 
complete chronological record of the period. 


As The Journal enters its 50th year, it is today the largest 
magazine in the world (business or consumer) from the 
standpoint of advertising pages carried. This is of great 
significance to advertisers for two reasons: (1st) such a volume 
(6432 pages in 1950) reflects the tremendous market for 
equipment of al! kinds in the petroleum industry, and (2nd) 
it enables The Journal to maintain its powerhouse of editorial 
strength all over the world . . . reporting évents and technical 
developments . . . building readership among the right 
people for the benefit of advertisers who wish to sell in this 
great market. 


-OUL aun GAS JOURNAL 


For 50 years oil men have said... 
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Delaware Brewer 
Goes All Outto 
Repel Invaders 


WiiminctTon, Det., May 3—In 
probably the heaviest single ad- 
vertising campaign ever carried 
out by a Delaware company in 
Delaware, Diamond State Brew-| 
ery Inc. here today launched | 
an institutional campaign with full | 
pages in 12 newspapers through- 
out the state, a minimum of ten 
spots daily on two Wilmington ra- 
dio stations and 100% showing 
of 24-sheet posters and wall signs 
in this area, plus double car cards 
in buses and trolleys. | 

The drive, which initially will 
last 13 weeks on an institutional 
basis, will then continue through- 
out the rest of the year less inten- 
sively but continuously. 

This campaign also marks the 
company’s first major advertising 
drive since the end of the war. 
Diamond State, through its agency, 
J. Robert Mendte Inc., Philadel- 
phia, will double its advertising 
expenditure per barrel from $1 to 
$2 for this year, with total expen- 
ditures running into the middle 


i figures. 


@ Mr. Mendte, who designed the 
cufrent campaign and the mer- 
ch@ndising of the drive, told Ap- 
IsSING AGE that the objective 
ot primarily to increase sales 
said it is directed at business 
ch might have been or is being 
to some 34 other beer brands 
ich “are being dumped into 
ware.” 

get this point across indi- 
y, the company in its first ad 
lines “No other beer could 
t this advertisement.” Copy 
rge type (there is no illustra- 
in the opening ad) explains 
there are many brands of beer 
in Delaware and “new ones 
e and go.” 

hese advertisements use words 
liké ‘superior, finest, great’ and so 
forth,” the copy says, adding that 
thé only beer that is brewed from 
106% pure grain is Diamond State 
light beer. The others, it says, al- 
lude to their product with super- 
Jatives, not facts. 

In merchandising the campaign, 
reprints of ads are being mailed 
directly to taprooms and package 
houses. All drivers and employes 
of the brewery are being “indoc- 
trinated to become salesmen and 
saleswomen.” Customers in tap- 
rooms also will be interviewed on 
a tape recording machine and in- 
terviews favorable to Diamond 
State will be used as one-minute 
radio spots. 


Hudson Valley Admen Elect 


Alleyn H. Beamish, assistant di- 
rector, New York state publicity 
division, has been elected presi- 
dent of Hudson Valley Industrial 
Advertisers Assn., Albany, N. Y. 
Other officers are: Henry W. Le- 
land, General Electric Co., Syra- 
cuse, vice-president; Malcolm S. 
MacGruer, Mica Insulator Co., 
Schenectady, associate vice-presi- 
dent; and Thomas S. Evans, Behr- 
Manning Corp., Troy, secretary- 
treasurer. 


Specialists on 
DIE CUTTING 
and MOUNTING 


SERVICE BINDERY 
CO. Inc. and subsidiary 


SERVICE MOUNTING 
& FINISHING CO. 


2241 S. Wabash Avenve 


WSB-TV Gets New Contracts 

Station WSB-TV, Atlanta, has 
signed Brock Candy Co. and H. 
W. Lay & Co., potato chip manu- 
facturer, both of Atlanta, to spon- 
sor half-hour weekly segments of 
its “Woody Willow Show” for 
children. Liller, Neal & Battle Ad- 
vertising, Atlanta, handles both 
accounts. Sinclair Refining Co., 
through Morey, Humm & John- 
stone, New York, will back two 
15-minute adventure stories week- 
ly, and Belle Isle Co., Atlanta tire 
and auto accessories outlet, will 
sponsor weekly dramas. 


Bergen Appoints Mercready 

Bergen Brush Supplies, Lynd- 
hurst, N. J., manufacturer of hand 
brushes and brooms, artists’ and 
ceramic brushes, has appointed 
Mercready, Handy & Van Den- 
burgh, Newark, to handle its ac- 
count. 


Representative Named 

The Blood-Horse, publication for 
horse breeders and owners, has ap- 
pointed Prendergast & Minahan, 
Chicago, as its midwestern repre- 
sentative. 


Promotes Charles Culhane 


United Motors Service division 
of General Motors Corp., Detroit, 
has promoted Charles P. Culhane 
from eastern regional manager to 
general sales manager. Mr. Cul- 
hane succeeds the late L. W. Mar- 
tin. 


' Morrill Joins Sutherland 


John E. Morrill, formerly with 
General Electric’s chemical depart- 
ment in Pittsfield, Mass., has 
joined the staff of Sutherland-Ab- 
| bott, Boston agency. 
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Promotes Robert Kannen 

Hiram Walker Inc., Detroit, has 
promoted Robert T. Kannen from 
district manager for Ohio to mon- 
opoly states division manager. In 
his new capacity, Mr. Kannen will 
direct the sales of Hiram Walker 
brands in the 17 monopoly states. 


Dailey Joins Maxtield 

Hartley Dailey, formerly with 
Station WLAW, Lawrence, Mass., 
has joined Joseph Maxfield Co., 
Providence, R. I., agency, as an 
account executive. 
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Thomas Promoting B&O 

For the second year, the Balti- 
more & Ohio railroad is using 
Lowell Thomas to promote its 
“Come to Washington” campaign. 
Richard A. Foley Advertising, 
Philadelphia, is handling the pro- 
motion which never directly plugs 
the B&O. Quarter-page newspaper 
ads are running through June in 
principal B&O cities. Supplement- 
ing the campaign are posters, fold- 
ers, railroad magazine ads, tent 
folders, ticket envelopes and other 
miscellaneous promotion material. 


Levin Joins Degner Agency 

Degner & Associates, Los An- 
geles agency, has appointed Irvin 
B. Levin account executive and 
head of radio and television. Mr. 
Levin formerly operated his own 
agency. 


Horenn Appointed Salesman 

Robert Horenn, formerly with 
Raymond R. Morgan Co., Los An- 
geles agency, has been appointed 
to the Los Angeles staff of Blan- 
chard-Nichols Inc., magazine rep- 
resentative. 


To Compete for 
AA Trophy at 


Agate Tournament 


Cuicaco, May 1—Al Vinnedge, 
western manager of Cosmopolitan, 
and president of the Agate Club, 
magazine representatives’ associa- 
tion, announced yesterday at the 
monthly meeting of the club that 
the annual golf tournament for 
members and guests will be held 


at the Bob-O’Link Golf Club here 
May 25. 

The Apvertisinc AGE trophy, 
which is competed for by adver- 
tiser and agency guests, will again 
be in competition. The trophy, a 
handsome silver cup, must be won 
three times to become the perma- 
nent possession of the winner. Tom 
Singleton, Murine Co., has a leg 
on the cup and will be after an- 
other victory at this year’s com-| 
petition. 

Hi Schuster, Look, is general 


This welding rod can sew steel seams in a ship—steel beams into a skyscraper . . . make 
or mend machinery for field, forest or factory . . . join metals for a thousand things, from 


toys to tanks to turbines. 


this increased output. 


|and deaths as a reason for con- 


| that each day established users 


|born who must be educated to 
| 


|Rose-X Launches Campaign 


Physicists, chemists, metallurgists, electrical and mechanical engineers, designers and welders 
have poured their genius into a tiny pool of molten metal that it might become a 


Like the touch of a magic wand, the welding rod has broken the bonds that hampered the 
design engineer. It freed him to change the size, weight and shape of things . . . made it 
possible to manufacture metal products that are lighter in weight, structurally stronger, 


and less costly to produce. 


AMERICA WORKS LIKE THAT... 


Pooling brains and ingenuity is a work method uniquely American. Here, every art, every 
science, every human skill has the incentive and the opportunity to add its spark of 


genius to the greater whole. 


America can work like that because it has an all-seeing, all-hearing and reporting 
Inter-Communications System. 


THE AMERICAN INTER-COM SYSTEM... 


Fast communication is the function, is the unique contribution of the American business 
press... a great group of specially edited magazines devoted to the specialized work areas of 
men who want to manage better, design better, manufacture better, research better, 


sell better. 


And it is reassuring, in the light of today’s production requirements and problems, to know 
that: No country in the world has a business press that can compare in size, character, or 
ability to serve, with that of America... . 


WHY WE HAPPEN TO KNOW... 
The McGraw-Hill business publications are a part of this American Inter-Com System. 


As publishers, we know the consuming insistence of edi*ors on analyzing, interpreting, 
reporting . . . on developing universal acceptance of new ideas . . . on making sure that 
specialized information reaches interested people quickly and regularly. 

As publishers, we know that people pay to subscribe to business publications for the sole 
purpose of listening in on units of the American Inter-Com System. 


As publishers, we make the advertising pages of our business publications available for your 


communications with the people who make up your markets. 


McGRAW-HILL PUBLISHING COMPANY, INC. 


330 WEST 42nd STREET, NEW YORK 18, N. Y. 


HEADQUARTERS 


(We FORMATION 


M-GRAW-AILL = 


Se 
ty a 


chairman of the golf committee, 
and has announced that since there 
is no limit on the number of guests 
this year, he expects the event to 
be the largest in the history of the 
club. 


s Carlyle Emery, vice-president 
of Ruthrauff & Ryan, Chicago, de- 
livered an inspirational address 
yesterday on “K.G.D.S.,” inter- 
preted to mean “Keep going, doi't 
stop.” Mr. Emery pointed out that 
increases in productive capacity 
in the U.S. have far outstripped 
population gains, and that it is up 
to advertising and sales effort to 
build markets adequate to absorb 


He dramatized the constant 
shifts in population through births 


tinuous advertising, pointing out 


of branded products drop out of 
the picture and new babies are 


want and demand advertised prod- 
| ucts. 


Rose-X bleach and Rose-X liq- 
uid starch used 600-line ads in 
four New York dailies May 1 to 
launch the most extensive cam- 
paign in its history. More than 
$150,000 is being spent in the 
greater New York area, where the 
campaign will be supplemented 
with outdoor, radio and TV spots, 
and possibly additional papers. 
Murray Director Associates, New 
York, is the agency. 


Agency Group Plans Meet 
The annual national confe 
of the Transamerica Advert 
Agency Network will be held 
14-16 at the Gunter Hotel, 
Antonio. The 17 members wi 
primarily concerned with met 
for improving internal ag y 
operations and fully  utiliding 


opportunities provided by a 


affiliation. Host for the confe 
— 


0D SRE ER SRE 


is Pitluk Advertising Co. 


“acl 


Pause only to look at the 
record of buying power in 
the rich Quad-City Market 
(Davenport, lowa, Rock Is 
land, Moline and Eost Mo- 
line, Wlinois). 1950 Sales 
Monagement Survey of Buy- 
ing Power figures reveal to- 
tal effective buying income 
of $418,578,000—ond Dov 
enport alone has on average 
effective buying income per 
fomily of $6,213! 


PUNCTUATE YOUR SALES 
In This 
RICH QUAD-CITY MARKET 
By Using The 
DAVENPORT NEWSPAPERS 


The Only Newspapers with 
Home-Delivered Circulation 
on both the lowe ond ili 
nois sides of the importont 
Quad.-City market. 


DAILY TIMES — 


THE DEMOCRAT & LEADER 
represented nationally by — 


Jann & Kelley 


Inc 
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Red & White Group Celebrates 30th Year: 
Members Spend $1,500,000 on Advertising 


Cuicaco, May 1—Red & White 
Corp., voluntary food stores coop- 
erative group with headquarters 
here, has announced that it will 
celebrate its 30th anniversary this 
year with a series of special sales 
events in its 8,467 member stores. 

The estimated combined annual 
volume of these retailers last year 
was in excess of $1 billion, Red & 
White reported, and member stores 
spent an estimated $1,500,000 dur- 
ing the year for newspaper, radio, 
television and handbill advertising 
in the U. S. alone. More than 200 
daily and weekly newspapers will 
be used during 1951. 

Red & White stores are operated 
in 36 states in the U. S. and in 
every province of Canada. Stores 
are sponsored by 51 parent whole- 
salers operating 119 wholesale gro- 
cery companies in the two coun- 
tries 


@ Each wholesaler or supply house 
in the Red & White group is re- 
sponsible for the development of 
stores in its own area. In the de- 
velopment of merchandising, ad- 
vertising and sales promotional 
plans, however, each wholesaler 
or supplier works closely with the 
corporation’s headquarters here. 

A weekly merchandising sched- 
ul®, supported by a newspaper mat 

rice, is furnished to wholesalers 
by the parent company. In addi- 
ti two types of point of sale 

s are used by Red & White. 

n the first kit the wholesaler 
every week gets a quantity of store 
diplay material. These kits are 
PHinted and financed locally by 

nber stores and wholesalers. 

he second type of kit is sent 
ow six times a year to coincide 

h national Red & White sales. 
THese kits, some containing as 
iy as 100 pieces, are prepared 
the national organization. | 
ed & White also has working | 
»ements with several national 
ertisers, and ties in their na- 
al promotion material with its 
display material every four 
ive weeks. 


o alert wholesalers to upcom- 
promotional material, Red & 
ite sends them a monthly ad 

etin advising what material 
is Being sent to them that can be 
to tie 


HE CAN HELP YOU 


If you're looking for 
national distribution 


BARNEY KINGSTON, 
Merchandising Director 


@ If you're a manufacturer, distrib- 
utor, or advertising agency executive 
seeking quick national distribution 
via the independent selling field this 
may be the most important message 
you ever read. 

You'd be surprised to know how 
easy it is to put your product or 
service in every city, town and ham- 
let in the U.S. Also many foreign 
countries. 

The service of our experienced 
merchandising staff is available at 
no cost. They'll analyze your product, 
see if it has resultful direct selling 
possibilities. If your product qualifies 
they'll present a 28-year sales-tested 
plan for speedily getting 48-state 
distribution——a plan that starts over 
50 new companies every month. . . 
many of which now do a multimil- 
lion dollar business. 

Don't lose another day's sales. 
Write now to Barney Kingston, Mer- 
chandising Director, Dept. A-65, Op- 


portunity Magazine, 28 East Jackson 
\ Stet. Chicago 4, Illinois. 


SJ 


in with the over-all} 
| 


promotion of national brands. 

For special occasions, like grand 
openings, unusual sales, etc., the 
parent company will schedule spe- 
cial institutional newspaper ads, 
work up radio scripts, etc. 

Each Red & White store is in- 
dividually owned, but members 
agree to abide by several over-all 
principles. These include: (1) 
modernizing store front and inter- 
ior; (2) setting up store for com- 
plete self-service operations, and 
(3) displaying the standard Red & 


White sign. In matters of pricing 
and merchandising, however, each 
operator makes his decisions inde- 
pendently. 


s To assist stores, the parent or- 
ganization maintains a sales serv- 
ice department with a staff of 
more than 350 trained sales super- 
visors. This staff assists retailers 
with any merchandising problems 
they might have, and sees to it 
that the latest information on ad- 
vertising, sales promotion, etc., is 
passed on to each operator. 

More than 81% of Red & White 
stores are complete food markets, 
having fresh fruit and vegetables, 


meats, dairy products, ice cream, 
drug sundries, etc. The company 
claims that it carries the longest 
list of nationally advertised, con- 
trolled brands packed for one or- 
ganization, with more than 1,300 
items and sizes available under the 
Red & White, Sun-Spun and Our 
Value brands. 


es Red & White has added 1,936 
new stores since the close of World 
War II, and 1951 plans call for the 
opening of 200 new supermarkets. 
Requirements for a supermarket 
are 4,000 square feet of floor space 
and a minimum 20-car parking 
area. 
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Many Red & White members are 
planning alterations in their pres- 
ent facilities to meet the trend 
toward larger markets, according 
to Ray O. Harb, national sales 
service manager of Red & White. 
This remodeling program is ex- 
pected to add almost $12,000,000 
in additional volume to the group’s 
$1 billion sales. 

Officers of the Red & White 
Corp. are: Burt P. Flickinger, S. M. 
Flickinger Co., Buffalo, president; 
James A. Slocum, Slocum-Bergren 
Co., Minneapolis, vice-president; 
and H. T. Webb, secretary-treasur- 
er and general manager of Red & 
White Corp., Chicago. 


IS THE ONE SUNDAY MAGAZINE 
WHICH LETS YOU CHOOSE YOUR MARKETS 


of 
se 


eS 


f2 CONCENTRATE... select 
those markets where your sales 
opportunities are richest. Take . 
advantage of the unique flexibility 

of PICTORIAL REVIEW. Only 


PICTORIAL REVIEW lets you buy 
without penalty from 1 to 10 

of America's big-profit Sunday 
Magazine Markets to fit your 
advertising exactly to your separate 


market sales plans. 
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WRY Realigns Staff 

Hoyt Andres, formerly adminis- 
trative assistant, has been named 
assistant manager of WKY and 
WKY-TV, Oklahoma City. Eugene 
B. Dodson, promotion manager, 
was advanced to administrative 
assistant. Succeeding Mr. Dodson 
is Ray Scales, who joined the sta- 
tion’s promotion department last 
May. 


Horton Returns to NBC 

Frederic L. Horton, associated 
with the Metropolitan Group for 
the last five years, has returned to 
the radio network sales staff of 
National Broadcasting Co., New 
York. 


‘Journal’ Sets New Rates 

The Milwaukee Journal has 
issued rate card No. 21-A revising 
rotogravure and comic section 
rates, effective Aug. 1, 1951. Run- 
of-paper rates are unaffected by 
the change, which is based on new 
circulation figures. The card also 
announces new rotogravure serv- 
ices and discount schedules. 


To Henri, Hurst & McDonald 

Martin G. Reynolds has joined 
Henri, Hurst & McDonald, Chica- 
go, as assistant to Charles Pump- 
ian, media director. Mr. Reynolds 
was formerly with Buchen Co., In- 
dustrial Publications and What’s 
New in Home Economics. 


Bristol Boosts Ad Budget 

Bristol Mfg. Corp., Bristol, R. I., 
manufacturer of Bristolite fabric 
and waterproof footwear, is in- 
creasing its advertising in 1951 
with copy in Boot & Shoe Record- 
er, Scholastic Coach and Sporting 
Goods Dealer, window displays, 
direct mail and shoe shows. Ads 
are placed direct. 


McGraw-Hill's Income Down 
McGraw-Hill Publishing Co., 
New York, and its subsidiaries re- 
port consolidated net income after 
all charges and taxes for the first 
quarter of 1951 of $623,705.02. The 
comparable figure for the first 
quarter of 1950 was $730,165.92. 


Evening AM-TV Audience Hits Peak: Hooper 


New York, May 3—C. E. Hooper 
Inc. reports that 32 of the 33 cities 
in which it measures looking and 
listening had higher average eve- 
ning broadcast (AM and TV) au- 
diences in March, 1951, than in 
any month measured by Hooper 
in the past 16 years. That's as far 
back as the company’s continuous 
records go. 

In 27 of the cities, 40% or more 
of the homes called were using TV 
or radio during the evening. In 
six cities—Buffalo, Cleveland, 
Dayton, Milwaukee, Minneapolis- 


America’s Top Artists And Writers 


Exceptional Sales-Pull In 


— Pictorial Review 


. «The One Sunday Magazine You Can Use For Mass Selling In Single Markets 


x PICTORIAL REVIEW generates an 


exceptional sales-pull 


your products or services. 

3k One fundamental reason is that this un- 
usual Sunday Magazine is rich in “mental 
meat” for the average man and woman. 

¥%& Tying its vast audience tight to its pages 
issue after issue is a star group of spar- 
kling, provocative essays, short stories, 
humor, cartoons by America’s top artists 


and writers. 


% Issue by issue, too, PICTORIAL 
REVIEW keeps reader-interest whetted 
keen with all the national and Jocal 
news of the movies, the theater, all show 
busi Critici Gossip. Advertising. 


% ic will pay you 


your advertising with PICTORIAL 
REVIEW’S deep and persuasive reader- 


on its readers for 


Put 


Tetal 10-Market Circulation Takes Your Advertising To 
Mere Than 6,000,000 Families With The Sunday Issues Of 


CHICAGO HERALD-AMERICAN + BOSTON ADVERTISER 


interest. 


ke Why not put PICTORIAL REVIEW 
on your schedule soon ...and see? 


NEW YORK JOURNAL-AMERICAN + BALTIMORE AMERICAN 
SAN FRANCISCO EXAMINER . DETROIT TIMES 
LOS ANGELES EXAMINER *> MILWAUKEE SENTINEL 
SEATTLE POST-INTELLIGENCER + PITTSBURGH SUN-TELEGRAPH 


Advertising may be bought nationally, sectionally, or by individual mar- 
kets. Any combination of three or more papers earns you a group discount. 


A HEARST PUBLICATION ¢ Represented Netionally by HEARST ADVERTISING SERVICE 


St. Paul and Syracuse—the aver- 
age evening broadcast audience 
totaled 50% or more. 

Cities with the highest percent- 
age of evening set-use (radio and 
video combined) in March were: 
Buffalo, 52.2%; Milwaukee, 52.1%; 
Syracuse, 51.1%; Minneapolis-St. 
Paul, 50.9%; Dayton, 50.3% ; Cleve- 
land, 50.2%; Cincinnati, 49.6%; 
Baltimore, 48.4%; Chicago, 48.4% 
and Columbus, 48.1%. 


Gas Appliance Men Elect 


Louis Ruthenburg, chairman of 
the board of Servel Inc., has been 
| elected president of the Gas Ap- 
pliance Manufacturers Assn. Other 
new officers are: A. B Ritzentha- 
ler, Tappan Stove Co., Ist vice- 
president; James F. Donnelly, 
A. O. Smith Corp., 2nd vice-presi- 
|}dent; Lyle C. Harvey, Affiliated 
| Gee Equipment Inc., treasurer, and 
| H. Lee Whitelaw, secretary. 


‘Clinton Foods Buys Bodle 


Snow Crop Marketers, division 
of Clinton Foods Inc., Clinton, Ia., 
| has purchased the R. D. Bodle Co., 
| Seattle, one of the oldest frozen 
food processing companies in the 
jindustry, The Bodle division of 
|Clinton will be directed by Ben 
F. Logan Jr. The acquisition was 
|}made because of “constantly ex- 
| panding consumer demand for our 
Snow Crop products.” 


| Now Dozier, Eastman & C 


By mutual agreement, the 
mer partnership of Dozier- 
ham-Eastman, Los Angeles, 
being altered, with Mr. Gra 
leaving the organization to f 
| his own agency. New name of 
jagency is Dozier, Eastman & 
| The company points out that 
— changes have been m 


Paramount Names Pickman 
Jerome Pickman, formerly 
ing director of advertising, 
licity and exploitation of P 
mount Pictures Corp... New Y 
has been appointed director 
replaces Max E. Youngstein, 
has joined United Artists C 
as vice-president in charge of - 
vertising and publicity. 


Newspaper Admen Elect 
_ The advertising manager's d 
sion of the Colorado Press A 
has elected Frank Pfeiffer, R 
Daily Range, president. Ro 
McDowell, of the Colorado Spr 
Free Press, has been named v 
president, and Mary Jo Demy 
Greeley Daily Tribune, secretary 


SEND FOR THIS ° 


BIG FREE BOOK 
_ About Premiums 


@ If it is novel, if it is new, if it is 
different Hausman has it! We 
are the fastest growing premium 
house in America and are happy 
to solicit your business and advise 
on your sales promotion and gift 
items (we are national distributors 
of the best and newest items in 
metal, plastic, wood, leather, glass 
and paper). 


To get the range of our offerings, 
we invite you to send for our cat. 
alog. It is a 50-page job, and covers 
everything from pencils to alarm 
clocks and plaid blankets 


Please send for our catalog first 
and see what we have listed there: 
we are prepared to provide, how- 
ever, almost anything you may de- 
sire. Send your inquiry to Wm. 
Hausman. 


(Not Inc.) 


1324 N. PULASKI ROAD 
CHICAGO 51, ILL. 
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Kaltenborn Sticks to ‘Opinionating’ 
As He Begins His 30th Year on Air 


Most-Mimicked Analyst 
Long Ago Won Freedom 
_ to Say What He Wanted 


New York, May 1—Last week 
Hans Von Kaltenborn began his 
30th year of broadcasting. He has 
interpreted the news from the 
time of the first glorious hopes for 
a world without war and a na- 
tion without liquor to the present 
quavering “peace” which includes 
conscription and pitched battle in 
Korea. 

Mr. Kaltenborn is well qualified 
to discuss radio news as an ad- 
vertising instrument. Not only was 
he the first radio news analyst, 
but his recurrent battles with 
sponsors and networks gave him 
a special viewpoint on the prob- 
lem of sponsored news. 

Today his network contract spe- 
cifically guarantees him the right 
to say what he pleases, and his 
sponsor of 12 years’ standing, the 
Pure Oil Co., has a form letter ex- 
plaining this which it sends to all 
disgruntled Kaltenborn listeners 

ho promise never to darken the 
eames of a Pure Oil station 
ain. 


“The sponsor,” Mr. Kaltenborn 
ys emphatically, “should take 
» viewpoint that he is not re- 
»nsible for the opinions or state- 
nts of the analyst. He is buying 
ace alongside a popular fea- 
e, The matter of program con- 
t should not be in the hands of 
advertiser. 
“IT am giad to note,” the news 
alyst said testily, reviewing his 
n battles with the advertisers 
d networks, “the trend toward 
sater network control of pro- 
ams—not letting the advertiser 
1 the program.” | 
In general, he thinks advertisers 
o have been smart enough to 
y analysts’ programs and to 
ve the newsmen alone have 
i nd from the buy. Newscast- | 
i and news analysis has im- 
»ved considerably too, he says, 
With “many fewer mountebanks on 
=. air than there were 15 years 
J. 


ein the meantime, with the 
bouncing syllables of the Kalten-| 
born voice a standard feature of 
most mimics’ repertoires (and Kal- 
tenborn is probably the only news| 
analyst ever mimicked by a presi- 
dent of the United States), he con-| 
tinues to work on a book on radio, 
do his regular news shows, pre-| 
pare for a world trip, and collab- | 
orate with Columbia University’s | 
oral history project. | 

Things weren't always so peace- | 
ful. 

Kaltenborn first shook hands 
with radio April 21, 1922, when 
he addressed the Brooklyn Cham- 
ber of Commerce from Newark. 
Two vears later he had a regular 
weekly show from WEAF, New 
York, a half-hour “current events” 
summary. The events couldn't be 
too current—-they depended on 
Kaltenborn’s memory of the wires 


YOUR 
LETTERHEAD? 


A letterhead should inspire confidence. Does 
yours’ Don't risk losing sales or giving a 
wrong impression of your company just to 
save the slight additional cost of a genuine 
engraved letterhead. Let us tell you how 
you can have an expertly designed engraved 
letterhead you'll be proud of —at a sensible 
cost. Simply write across your present letter 
head “Show me.” noting the quantity you use 
in a year, and mail it today. No obligation 


R. O. H. HILL, Inc 


TO4 Lafayette St.. New York 12 


‘in the Brooklyn Eagle, of which 


he was then associate editor. 


s In 1922, no wire service had any 
notion of selling its news to radio, 
the dread competitor. Kaltenborn 
could look at the ticker of his own 
newspaper, and in 1924 Car! Bickel 
of United Press was persuaded to 
let Kaltenborn take a look at UP 
tickers shortly before he went on 
the air. The AP, of course, stuck 
grimly to its guns. 

During those years, the Colum- 
bia Broadcasting System tried to 
put together a news service of its 
own, with Paul White as editor. 

In 1930, Kaltenborn left the 


Eagle and turned exclusively to. 


radio and writing. He became news 
editor for CBS. In that year he 
was sponsored by Cunard Steam- 


ship Co., and subsequently by S. 
W. Strauss Co., a bond house. In 
the depression, about a year after 
it had stopped sponsoring Kalten- 
born, Strauss failed. 


s Despite the fact that investment 
corporation stocks were being ad- 
vertised on the Kaltenborn show, 
and it was real estate bonds which 
caused Strauss’ collapse, the ana- 
lyst was vigorously castigated for 
the Strauss failure, and Kalten- 
born learned a lesson which was 
to stick with him: “I must be ex- 
tremely careful in what I take on 
as a sponsor.” 

Later, Ex-Lax was to offer him 
$800 a week for a thrice-weekly 
news show, and Kaltenborn turned 
it down, despite the fact that—still 
accustomed to newspaper wages— 
it sounded like a lot of money. 

In fact, Kaltenborn is sometimes 
inclined to think that he owes his 
success to financial opportunities 
which he rejected. He came late 
to Harvard, entering at 28—after 
service in the Spanish-American 


H. V. Kaltenborn 


War-—but he was graduated as a 
Phi Beta Kappa in 1909. John 
Jacob Astor offered him $10,000 
a year to tutor his son through 
Harvard, but Kaltenborn (who 
had tutored young Astor during 
the summer) felt that a little more 
of living like a millionaire would 
corrupt him, and took a Brooklyn 
Eagle job for the second time. 
The dean of radio newsmen had 
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definite evidence of the value of 
a Harvard education. When he 
left the Eagle to go to Harvard, 
he made $15 a week; he was re- 
hired at $40. 


a At CBS he went on “sustaining,” 
largely because the vigor of his 
views worried potential sponsors. 
While milder contemporaries ac- 
quired the pay checks that went 
with sponsorship, Mr. Kaltenborn 
continued as a feature of the net- 
work, a fact which obviously still 
nettles him. 

He filled in this interval with 
writing (he is the author of six 
books), with travel at his own 
expense, and with lectures. The 
travel enabled him to add to his 
language skills, and he interviewed 
the top political figures of the ’30s, 
including Hitler and Mussolini. He 
covered political conventions, the 
League of Nations, and the Lon- 
don Economic Conference of 1933. 
And in 1936 he spent nine uncom- 
fortable hours in a haystack on the 
battlefield of Irun, in Spain, wait- 
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First Choice for 
Philadelphia...the City 


If you want to regularly reach 4 out of every 
5 Philadelphia radio listeners . . . /f you want 


to influence buying patterns for more than 


1,800,600 people in the city’s radio homes . . . _ 
if you want saturation coverage where it counts, 


ee 


in the point-of-sale area at the center of Amer- 
ica’s 3rd Market... then your first choice is 
WFIL, only Philadelphia station with a growing 


audience... day and night! 
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ing for CBS to get a free, non-com- 
{ mercial hour so it could handle the 
} first broadcast from a battlefield. 


) s In 1938, the travel, the political 
s) education and the language skills 
‘ paid off. For 20 anxious days, the 
attention of the world was riveted 
on Munich, where the fate of 

i Czechoslovakia was being settled. 

In that period, CBS handled 120 
broadcasts of two-way conversa- 
tions between H. V. Kaltenborn, 
in New York, running his world- 
wide network of newsmen, and 
whatever European correspondent 
had news to report. 

The Munich crisis established 
; him. It also was to bring him a 
sponsor, and to bring to a head his 
relations with CBS. 

For CBS disliked the Kaltenborn 
habit of injecting opinion into 
news, a practice in which he still 
believes. 

“What was that word they 
coined?” he asked, swinging his 
memory back to the arguments of 
a dozen years ago. “Oh, yes, they 


said I opinionated the news. They 
had the crazy notion that no one 
could have editorial opinion on 
CBS.” 


@ The network wanted him to 
soften up his opinion. He was 
urged, he says, to take refuge in 
“it is said” or “on good author- 
ity.” He wanted none of it. He 
was more than willing to tag the 
opinion in his broadcasts as his 
opinion. It is, he still thinks, “more 
honest.” 

Late in 1939, Kaltenborn asked 
Pure Oil Co., his sponsor, if it 
would be agreeable to shifting the 
program to NBC. NBC was eager 
to have him on the network; fur- 
ther, it was willing to state ex- 
pressly in his contract that he 


would have “complete freedom of | 


expression.” His scripts were to be 


free from supervision of any kind, | 
because it was necessary for Kal-| is largely midwestern, 


commentator, he has found the re- 
lationship pleasant. In the case of 
Pure Oil, well... “it took Pure Oil 
a little while to get used to the 
wild Indian,” he recalls, but “they 
did.” 

And he likes to point out that 
Pure Oil stock, now selling for $52 
a share, was selling for $8 when 
he was hired, and its profits have 
quintupled over the years. 


@ Three years ago, when he cele- 
brated his 70th birthday, Leo Bur- 
nett Co., Pure Ojil’s agency, cele- 
brated it with a poem, which be- 
gan: 

The curfew tolls the knell of parting day 
The soapy operas fade across the lea 
Lone Ranger homeward plods his weary 


Ma 
And —_ the world to H. V. and to me. 
His broadcasting arrangements 
are still not what he would like. 
Because Pure Oil’s marketing area 
H.V. is 


tenborn “to extemporize.” On this| heard on a co-op or sustaining 


During the 11 years as an NBC 


ground, Kaltenborn got complete) basis elsewhere in the country. 


license to comment as he pleased. | 


This leads to some extraordinary 
scheduling, and Kaltenborn fig- 


ures that one of his broadcasts is 
heard every 15 minutes from 7 
p.m., when goes on live, until 
11:15 p.m., when he’s heard on 
WNBC in New York, and 5:30 a.m. 
when he’s heard in Washington. 


| from the ether are offset by those 


“Truman hears me when he’s! 


shaving, he told me,” Kaltenborn 
says with a delighted grin. “I said, 
‘Mr. President, I hope you use a 
safety razor.’” 

Mr. Kaltenborn still broadcasts 
with vigor; he still tells his pub- 
lic clearly what he thinks. He was 
right about Munich: “Today they 
ring the bells, tomorrow they'll 
wring their hands.” He was wrong 
about the 1948 election: “They re- 
member a mistake a long time.” 


e When a letter assailing the com- 
pany for keeping Kaltenborn ar- 
+} rives at Pure Oil, the writer gets 
a careful form letter telling him 
that the company does not have 
responsibility for its commenta- 
tor’s views. The letter goes on to 
Kaltenborn who, provided it isn’t 
the work of a crackpot, will prob- 


4 


... Hub 


WM. FULTON KURTZ, Philadelphia banker 
— He is president of The Pennsylvania Com- 
pany for Banking and Trusts, one of 241 
banking institutions in WFIL-adelphia with 
total assets of nearly 7 billions of dollars. 
. 


adelphia 


of America’s 3°" Market 


17 


if 

PitiZ 
IMOGENE GLUCK, Wildwood housewife— 
of the 14-County 
area's 1,242,000 households supervise buy- 


ing power that amounts to $5,345 per fam- 
ily per year. She's a “regular,” a WFIL fan. 


\ 


a 


She and other 


chiefs” 


MILTON H. PAGEL, Norristown 
Pagel's Men's Store, and 57,000 other retail 
stores in America’s third largest market, 
account for $685,371,000 in general mer- 
chandise . . . much of it advertised on WFIL, 


First Choice for 
the 14-County Market 


More than half the 4,400,000 people in Amer- 


pulling power schedule WFIL. 


ica’s 3rd Market live outside city limits... 
account for half the sales. And WFIL’s pene- 
trating signal extends like a blanket far beyond 
this 14-County Retail Trading Area whose 
combined buying power is $6,638,759,000. 
This is where WFIL’s voice is strongest... 


where people spend the most. For consistent 


retailer — 


| 
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ably answer it, giving the reasons 
for his stand in detail. 

On the whole, the letters that 
promise never to buy a gallon of 
gas until Kaltenborn is removed 


which say they’re using Pure Oil 
out of gratitude for Kaltenborn's 
sponsorship. 

In fact, it was because he was 
able to sell 500,000 copies of a 
Pure Oil offset booklet called 
“Fifty Fabulous Years, 1900-1950,” 
that Kaltenborn started to write 
the story of his 30 years of radio 
published last year with the same 
title. That book turned out to be 
largely biographical, and Mr. Kal- 
tenborn still feels the story of 
early radio news remains to be 
told, and he expects to tell it. 


Dad's Offers Pen Premium 
Dad’s Root Beer Co., Chicago, 
has launched a nationwide give- ° 
away campaign offering a $1 pen 
as the premium for 25¢ and one 
Dad's crown. Each pen will bear 
the recipient’s name. Advertising 
for the promotion will include ra- 


dio, television and point of sale. 
Malcolm-Howard Advertising 
Agency, Chicago, handles the ac- 
count. 


Jones Joins Timken Silent 

A. E. Jones, formerly feature 
writer and reporter for the Eve- 
ning News, Monroe, Mich., has 
joined the Timken Silent Auto- 
matic division of Timken-Detroit 
Axle Co., Jackson, Mich., as a“. 
ant advertising manager. r. 
Jones’ duties include the writing 
and editing of “Timken H@at,” 
monthly house organ of the - 
pany. 


Hurlburt Gets Art Post 
William H. Weintraub & 
New York, has appointed 
Hurlburt, formerly art direct 
the National Broadcasting C 
the newly created post of ad 
trative art director. Staff me 
Milton Ackoff, Rudi Bass, 


ETT oe ee 


| Blend and Edward Rofheart 
been named group art directo 
Kearney Appoints Burk 
Kearney & Trecker Corp., 
pw ye manufacturer of mac 
tools, has named R. W. Burk, 
| president of sales, as vice-pres 


| of sales and manufacturing. 


Knight Appoints Gentry 

Vick Knight Advertising, 
| Angeles, has named Robe 
Gentry, formerly head of his 
agency in Seattle, as direct 
radio and television. 


ROR et 


must be bought when the home is built. 
Miss this importont first sales oppor. 
tunity—ond your next chance is yeors 
away—in the replocement market 
Every issve of Small Homes Guide cov- 
ers more than 400,000 (AB.C) new 
home plonners and builders. They hove 
to buy. Your sales message is importont 
to them. Here is your opportunity to 
sell the first equipment that must go 
into every New Home. There is no waste 
in SMALL HOMES GUIDE circulation. 
The First Publication in the New Home 
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Quick has tripled 


“I find reading QUICK a short-cut to know- 
ing what is going on in the world. Time is 
’ so valuable to me that I am happy to get 
digests of the news in the handy form of 
Quick. I like it!”— Margaret Webster 


U.S. CONGRESSMAN 


in print, ready at all times to enrich any 
i free moment with the news, views, wit and 
! humor of the day.”— Joseph Martin 


BUSINESS EXECUTIVE 


“As a busy business executive coping with 
rules, regulations and restrictions, QUICK 
is a necessity to me. Its well-written, capsu- 
lated news means the difference between 
keeping up with the national and world 
newsand remaining only partially informed. 
QUICK has become a habit to me.” 
—dJames W. Alsdorf 


SPORTS EDITOR | 
Cincinnati, Ohio 
oe 


aSy 


“QUICK doesn’t waste words or mince facts. 
It gets right to the heart of a story. I never 
miss it. In fact, the best advice I could give 
to a young fellow who wants to be a re- 
porter is, study QUICK!”— Pat Harmon 


SALESGIRL 


a . 


“For me, QUICK is a vest-pocket television “When it comes to smart repartee, I take 


my cue from QUICK. It’s wonderful to read 
before parties and it helps me keep my 
friends on their toes. I likethe QUICK tempo.” 

— Beverly Zigel 


SCHOOLGIRL 


“I enjoy QUICK very, very much. It has many 
things of interest that I don’t find in other 
magazines or newspapers. QUICK also fits 
my allowance — and pocket — easily.” 

— Louise Justice 


BUSINESS WOMAN 
Philadelphia, Pennsylvania — 


(@ 


“Wouldnot be without QUICK — it’s terrific!” 
— Miss J. Jessie Kane 


SOLDIER, 


“We Marines ‘live out of our pockets’ in 
Korea. My air-mailed QUICK is eagerly read 
by me, then passed on from pocket to pocket 
to each member of my combat team.” 

— Cpl. David C. Dry 


MINISTER 
Shreveport, Louisiana 


“I don’t have time to read long stories, so 
to me, QUICK is indispensable. I have found 
QUICK to be very convenient and depend- 
able. Congratulations on a wonderful 
magazine!”— Rev. William M. Allen 


“I no longer find time to read three or four 
news magazines per week. QUICK has been 
a most excellent substitute.” 

— Walter MacInnis 


HOUSEWIFE 
Columbus, Georgia 


“Thanks to QUICK for enabling me to talk 
to my husband more intelligently on world 
affairs. And thanks to QUICK for helping my 
children get higher grades in social studies. 
QUICK is our family magazine!” 

— Mrs. Harold Lummus 


_ 


OPERA STAR > ow mi; | 
South Laguna, California e e . * 


“For someone who travels constantly, as a 
singer must, QUICK fills a vital need. It 
keeps me posted on what’s going on in a 
fast, easy manner,”— Helen Traubel 


Kast-growing Quick meets a growing 
need of busy people everywhere!... 
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s circulatio 


...1n less 
than 
2 years 


...with a gain 4 times greater than all 
other weekly news magazines combined! 


Quick’s gain (3rd quarter, 1949 vs. 1st quarter, 1951)... 696,712 


At relatively rare intervals in our lives a new means of communication 
appears which fits, with peculiar aptness, the tempo of the day and the 
needs and desires of people. Such a medium is Quick. 


Here is the news . . . world-moving or simply human .. . reported 
objectively and accurately . . . pictured for greater interest . . . con- 
densed for busy people . . . and so compact and convenient you can 
easily slip it into your pocket or handbag. 


No wonder Quick’s circulation has grown in each of the seven quarters 
in its young and exciting life . . . and has passed 1,100,000 in several 
recent issues. 


Alert advertisers . . . like alert readers . . . are recognizing the advan- 
tages of Quick. More than 319 pages are already on schedule for 1951 
. . . more than 4 times the total for 1950! 


VIVIEN 
LEIGH 


HOLLYWOOD'S NEW MATINEE IDOLS | 


Gardner Cowles, Editor 


1,051,178 


(Average issve) 


Sher agITT 
: 4 


previous quarter. 


354,466 


(Average issve) 


AND NOW,,..QUICK ANNOUNCES: 


], A new circulation guarantee...increased to 
1,100,000 ectiective Oct. 1, 1951 


2, By far the lowest cost per thousand in the 
weekly field . . . $1.92 based on the new circulation guarantee— 
1 time, black-and-white page 


3, Rates and circulation guaranteed for a full year 
. .. Oct. 1, 1951 through September, 1952 


Quick's new firm rates provide a compelling opportunity! Advertisers 
can plan precise budgets for the year ahead, regardless of rising costs. 
Further substantial savings can be achieved by taking advantage of Quick's 
frequency contract rates. 
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FREE SHINE—Unusual gimmick used by Traffic Service Corp. to attract visitors to 

its booth at the Modern Materials Handling Show in Chicago was the offer of a free 

shine. Here, several ti s take ad ge of the tip-free service. That's 
Emil Stanley, Traffic Service v. p., behind shoeshine boy ot left. 


AT THE BROWN DERBY—Dr. Herbert T. Kelmus (left), president of Technicolor 
Motion Picture Corp., and Harrison McCann, McCann-Erickson board chairman, were 
luncheon companions at the Brown Derby during Mr. McCann's recent Hollywood 
visit in connection with the Dr. Christian radio show (CBS) for Chesebrough Mfg. Co. 


, 
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DRAPED SHAPE—Window display for De- 
voe & Raynolds Co., New York, features 
real terry cloth draped around girl, sym- 
bolizing one coat hiding quality of De- 
ELATIVES—Tying in nicely with each other and with the strawberry season during voe’s new house paint. The display, 56” 
ay and June are these related full-color facing pages being run by the American high, has been sent to 3,000 retail out- 
Dairy Assn. and General Mills in Sunday magazine sections across the nation. lets. Kulay Sales Promotions Corp., New 


FAN MAIL—Miss Ethel Jackson, home economist featured on “Women's Window,” 
cooking telecast sponsored by the Eost Ohio Gas Co. on WEWS, Cleveland, looks 
over appreciative letters from program's viewers with Jack Hartley (left), WEWS 


York, made it. program director, and Harold Eckes (right), advertising manager of the gas company. 


et ie 


PES JY DRE GEA OR, ee . 
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more Sun; J. A. Van Buren, Cleveland Plain Dealer; and Harold Cassill, Spokane Chronicle. Center: Mr. and 
Mrs. Louis E. Heindel, Madison Newspapers, and lee Ward, Ward Griffith Co., with his fiancee, Lutie 
Smith. Bottom left: Herbert W. Moloney of Moloney, Regan & Schmitt; Ray Newmeyer ond Grove Patterson, 


PUBLISHERS SOCIALIZE—Happily celebrating the record 12% gain in national newspaper advertising re- 
ported at the recent American Newspaper Publishers Assn. convention in New York ore these representatives 
of the publishing industry. Top left: Harold S. Barnes, director of the Bureou of Advertising; Irwin Maier, 
Milwaukee Journal, chairman of the BofA; Charles F. McCahill, Cleveland News, new president of ANPA; Toledo Blade; Martin Weir, Newark Stor-Eagle; and Andrew Wiley, Cincinnati Enquirer. Bottom right: Harry 
and Edwin S. Friendly, New York World Telegram & Sun, retiring ANPA president. Top right, at the Cresmer 1H. Cahill, Seattle Times; Riley Allen, Honolulu Star-Bulletin; Eugene Mackinnon, Salt Lake City Telegram; 
& Woodward party: Joseph Dealey, Dallas News; J. R. Knowland, Oakland Tribune; W. F. Schmick, Balti. Ronald A. Judges, Montreal Daily Stor; and Marcelus Murdock, Wichita Eagle. 
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SLICKS ARE ALL RIGHT BUT... 


loathers (that’s “th,” 


Do you love cliches or loath em? Most ad men are | 


not cegre ) 


lowa Farm Women Don’t Ask for Pretty Reading 


respects, you might have a tough time telling them 
. At least they are when apart. A typical lowa farm wife, like her city sister, 


it comes to copy. But it’s surprising how often a trite steps out in high heels, put-on face, done-up hair, 
notion shows up in conversation or crawls out of a | latest-style bodice and bonnet. She fills the house 
| with electrical gadgets, fancy furniture and 1951-type 


cranium. 
Take this one, for 


anything unless it’s in four colors on slick paper.” 

How did that insidious idea get started? Maybe the 
fable is fostered by the fact that some space buyers’ 
wives keep their pretty noses buried in the pretty | 
nationals. But that only goes to prove that a space 
buyer’s spouse is a different breed of kitten than an 
Iowa farmer’s helpmeet. 


instance: ““Women won't read 


atmosphere. Her interests include food, youngsters, 
women’s clubs, husband (not necessarily in that order). 
But when she sits down to read, it’s her state farm 
publication she picks up. 

Now, don’t get us wrong. We aren't contending 
that Iowa farmers’ wives find coated stock and koda- 
chromes repugnant. All we're saying is that the lack 
of those things doesn’t scare anybody away. 


For 


Different in reading habits, anyway. In other proof, see the chart below. 


Published by Wallaces’ Farmer and lowa Homestead ..... Leading Farm Publication in lowa . . . . . Des Moines, lowa 


| 


lowa Farming Is Business 


Run by Pa, Ma and Company 


All Members of Family Have Voice in Policy Decisions 


i »> 2 
You’ve probably heard orators—senatorial and otherwise— voice a vigorous defense | 4 
of something called the “family farm.’’ And scream like stuck pigs about an evil 


thing called the ‘“‘corporation farm.” 


Actually, a typical [owa “family farm” is like a corporation in one respect: It has a 
board of directors. The difference is that its directors are all active members of the firm. 

The orators are right in contending that a family-sized farm is the most efficient 
way to grow things in a state like Iowa. It must be, else we’d have more than just 
|one or two “‘corporation”’ farms. 


How To Talk lowa: Do you say “‘pail"’ or 
“bucket?” Both are legal in lowa. Folks 
whose forebears came from New England 
usually say ‘“‘pail.’’ If grandpa came up 
from Kentucky with his squirrel gun, 
his heirs and assigns prefer ‘‘bucket."’ 


» * * 


“It always rains in lowa just 15 minutes be- 
fore it’s too late.”” So goes an old Hawkeye 
chestnut. But this spring things got turned 
around. It quit raining about 15 minutes 
ahead of too late. 
Sal * v 
Here's what a late spring does to lowa: 
Like anyone else, we can sow wild oats 
anytime. But tame ones are supposed to 
be planted in early April. This year, rain 
and mud hung on overlong. Silver lining: 
Some oats ground was shifted to corn 
(planted in May), which might mean 
more pork chops and steaks later on. 


* . * 


‘roast beef and mashed potatoes 


—a farming unit operated by the whole 
family, plus maybe a hired man when the 
| kids are small or work piles up. Po p ome 
be president but he sure as heck 


|run a “‘one-man”’ show. 
Kitchen or dining room serves as board | 
room. Meetings are held at least twice a| 


day (three times in summer when the 

youngsters aren’t in school). Business is 

combined with pleasure in the ~y 5 
a 


| usually presides, but mother, brothers and 


| 


sisters all have a chance to express — 
ions, offer suggestions. 


ing, see the picture at the right. Around 
_ the diner (lunch to you) table, the Stanley 
_Halupnik family of Tama county, [owa, 
makes its plans. Not just for the afternoon's 
work, either. Major awe is threshed out 
|—crop rotations, livestock programs, 
‘marketing goals . . . and buying plans. 
Here you have i peculiarity of family 
farming that sellers and advertisers some- 


| times overlook. In almost no other business 


do you find this sort of close-knit group 
management. It explains why Iowa farm 


Preliminary 1950 Census figures show Iowa | people join family organizations. It ex- 


with a total of 203,189 farms. This is down 
from the 1945 census figure of 208,934, due 
partly to an increase in average farm size and 
partly to slight changes in the definition of a 
“census farm.” 
* * * 


Median growing season in lowa (frost- 
to-frost) runs from 140 days in north- 
west and northeast to 190 in extreme 
southeast. For most of the state, it’s 150 
to 160 days. Median date of last spring 
freeze ranges from April 25 in the south 
to May 5 in the north. 


* ~ x 


This silly statement keeps popping u 
duller a publication’ be te pd t a 
likely folks are to read adjacent ads.” That's 
a little like saying: ‘“The flatter her chest, the 
more likely agency men are to look at a gal’s 
face.”” Until somebody convinces us other- 
wise, WF&IH will keep right on operating on 
the theory that red-hot editorial material 


means more traffic for nearby ads—and vice 


versa. 
» 7 7” 


Latest U.S. Census of Business (1948) 
shows lowa had more farm equipment 
dealers (1,383) and a bigger volume of 
farm equipment sales ($173,907,000) than 
any other state. 


plains why educational meetings, livestock 
conventions, etc., never are stag affairs. 
And it explains wh articles in Wallaces’ 
Farmer and Iowa Homestead about sick 
hogs or corn borers always get a substan- 


| tial readership among women. 


ae nearly every Iowa retailer knows, it’s 
rtant to remember that Iowa’s two- 


bills ion-plus annual farm income is spent 


by family groups, not by individuals. 


WF&IH FAR AHEAD IN 
‘READ REGULARLY’ POLL 


68% 
40% 
Newspaper A 32% 
Newspaper B 23% 
20% 


“What newspapers and zines that carry farming and 

homemaking information, you r regularly 7 When 

lowa farm women were asked this question in a survey 

~—— ~~! by the Statistical Laboratory of lowa State 

Catape. WF&IH was first by the wide margin shown in 
rta 


bove 


Farm Pub A 


Form Pub 8 


“Family farm”’ means just what it says | 
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fone tors’’ of Stanley Halupnik Farm, Tama, lowa, are shown holding one of their reg 
For a typical Iowa farm directors’ meet- meetings. Everybody-—Stan, the missus, 10-year-old Wayne and 6-year-old Benny —k 

what's going on and has something to say about action the 
of a s ‘areas of ee is _— defined by the — 


Farm women do more sewing — both utility 
and fancy —than their city sisters. Nobody 
knows exactly why. One reason may be 
that they’re not as close to as many dress 
| shops. Perhaps it’s because they don’t gad 
around quite as much as town gals—since 
dad will be on hand for three (or more) 
meals a day instead of just one or two. 
And part of it may be just habit, left over 
from the days when farm wives had to be 
mighty particular with the pennies. 


friends of Wallaces’ Farmer and Iowa 
Homestead spend a lot of time clamoring 
for patterns. We're glad to oblige, of course, 
| but you ought to hear what a racket that 
clamoring makes! 
| Even with the expected slack-off in sew- 
| ing interest as the wartime clothing pinch 
eased up, we dispatched over 80,000 pat- 
terns to WF&IH readers last year. 
| About 50,000 of these were dress pat- 
‘terns. You can figure conservatively that 
it took 2'» yards of material to translate 
each of those patterns into fact (and some 
Iowa mesdames are larger than that). Add 
it up and you get something like 125,000 


\ Necdile-esid-Threid Art Still 
In Flower in Rural Io 


All we know for sure is that the female | 


t is taken. Here, it appears, 


yards of goods. Plus a hundred thousand 
spools of thread, tens of thousands of but- 
tons, thousands of zippers. No figures are 
available on the number of pricked fingers. 

Then there were some 30,000 needle- 
work patterns. The ladies who wrestled 
with them probably crocheted 100,000 
balls of cotton and that much yarn, plus 
carpet warp and other materials used in 
executing fancy needled notions of all sorts. 

If you really want an exercise in mathe- 
matics, try figuring how much stuff it’s 
taken to sew up the more than half a 
million patterns sent to readers by WF&IH 
over the last five years. 

Here's the real point of all this needling: 
To order those patterns, lowa farm women 
first had to read their copies of Wallacrs’ 
Farmer and lowa Homestead (to see what 
patterns were available). Then they had 
to write out and send in their orders (along 
with some small change to cover handling 
charges and publisher's profit). 

Which is just another way of saying 
that farm women out this way are avid 
WF&IH fans, and have a good deal of 
confidence in their favorite farm paper. 
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ty Ted Levy Agency Moves 
Ted Levy Advertising Agency 
= has moved its offices to the Cooper 
Bidg., Denver. 


A a DElewere 17-3641 
at i, tudios 000 ©. eysoe senses 


CHICA ” 


Ronson Boosts Rosengarten Two Join Malone Agency 
Nathaniel S. Rosengarten has; John J. Pekar, formerly an art- 
been appointed sales manager of| ist with Klingstedt Printing Co., 


the lighter accessories division of 
Ronson Art Metal Works, Newark, 
a newly created position. He joined 
Ronson in 1939. 


Canton, O., has joined the art de- 
partment of Norman Malone & 
Associates, Akron. Harry Stitzlein 
|has joined the agency’s media de- 
partment. 
Gets Golden Wedding Account | 

Melrose Distillers Inc, New Landau Outdoor Moves 
York, has named Lloyd, Chester Landau Outdoor Advertising 
& Dillingham, New York, to han- Co., Philadelphia, has moved to 
die the advertising of its Golden new quarters at 3627 N. Smedley 
Wedding whisky. St. 


S ARE YOU MISSING 
SOMETHING? 


COVER THE RICH 
QUAD-CITY 


Davenport 


siand 


East Moline 


MARKET with 


EFFECTIVE BUYING INCOME PER FAMILY 


It's embarrassing to forget one of the na- 
tion’s leading profit patterns so “tailor- 
made” for top advertisers! 

Yes, the big $418,578,000* Quad-City 
market is yours — if you're in THE DAV- 
ENPORT NEWSPAPERS. Hundreds of 
leading national advertisers have “dressed 
up” their schedules to include this sure- 
fire means of selling! 

You're missing something vital if you're 
not in the DAVENPORT NEWSPAPERS. 
Remember — they’re the only newspa- 
pers that really serve the rich Quad-City 
area, with home-delivered circulation on 
both the Iowa (Davenport) and 
Illinois (Rock Island, Moline and 
East Moline) sides of the Mis- 
sissippi. 


- 
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ww 


90006 o<RETAR. SALES \ THE DAVENPORT NEWS- 
Rock Zz. 31 594 00 f / PAPERS HAVE 99°, SAT- 
East Moline 10'556.000 ie, URATION IN DAVENPORT 

"$235,537.00 ~~ 


PLUS 10,000 HOMES IN 
ILLINOIS WITH THE 


$3703 ~ WEEK-DAY TIMES AND 
3283 THE SUNDAY DEMOCRAT 


*Copr. 1950 Sales Management Survey of Buying Power. Further reproduction not |icensed 


& LEADER 


Federal Reserve Figures on Department Store Sales 


Wasuincton, April 30—Promo-| 
tional sales and the advent of 
spring cleaning during the week 
ended April 21 helped push retail 
sales for the week 1% above the 
volume for the corresponding week 
last year. 
| Since Federal Reserve Board 
figures are based on dollar volume, 

| and since price increases since last 
year have been fairly general, the 
apparent 1% gain in dollar volume 
actually represents a definite loss 
in unit volume, compared with the 
same period in 1950. 

The latest Federal Reserve 
Board report shows more variation 
from city to city than any report 


SALES IND 


ALS 100 


DEPARTMENT STORE 


Week to Apr. 21, 51* p282 
Week to Apr. 22, '50* 279 
} Week to Apr. 14, '51*..288 
Week to Apr. 15, °50*..254 
Month of March, ’51* p284 
Month of March, '50*..258 


pPreliminary. 
*Not adjusted seasonally 


in the past two months. The Cleve- 
land, Atlanta and Dallas districts 
were up 6%, 5% and 4%, respec- 
tively, while the Richmond, Minn- 
eapolis and Boston districts were 
off 10%, 7%, and 2%, respectively. 


s Cities reported more variable 
year-to-year comparisons. Co- 
lumbus was up 32%. New Haven 
was up 28%. Atlanta was up 21% 
and Salt Lake City was up 19%. 

New Orleans, on the other side 
of the ledger, was off 15%; Wash- 
ington was down 12%, and Minn- 
eapolis was off 9%. 

There were indications in some 
areas that household appliances 
and home furnishings are increas- 
ing in consumer popularity, but ra- 

| dio and television sales still show 
little signs of improvement. 


For the past three weeks, the 
sales trend has been downward 
(and parallel to the trend in pre- 
vious years during the same peri- 
od). It will be two or three weeks, 
however, before department store 
year-to-year comparisons again 
become a valid business indicator. 

% Change from ‘0 


Jan. Mo. Wk. 

Federal Reserve a ef Apr 
District and City Feb. Mar. 21 
United States 25 il 1 
Boston District 20 6 -—2 
New Haven ...... 21 6 2 
Boston ........ 22 2-3 
Lowell-Lawrence 14 10 2 
Springfield 24 13 3 
Providence .. , 27 1 —3 
New York District 25 10 0 
Newar 29 11 7 
Buffalo 20 16 4 
New York 24 6 —2 
Rochester 23 15 5 
Syracuse 25 14-2 
Philadelphia District 25 2 s—! 
Philadelphia 22 9 -—3 
Cleveland District 38 2 6 
Akron 40 12 6 
Cincinnati 21 7 3 
Cleveland 32 13 4 
Columbus 16 ll 32 
Toledo u 18 7 
Erie . u“ 15 12 
Pittsburgh " 35 7 2 
Richmond District 2 13 —10 
Washington 21 10 —12 
Baltimore - 20 9 —5 
Atlanta District ri 7 5 
Birmingham 22 8 sW 
Miami 24 ll 8 
Atlanta 25 27) «21 
New Orleans 6 3 —15 
Nashville 1b 7 #10 
Chicago District a 13 “ 
Chicago sone 23 9-4 
Indianapolis 29 ll —2 
Detroit 32 21 6 
Milwaukee 23 ll 3 
St. Leuls District 21 6 “ 
Little Rock 18 1 —1 
Louisville 23 10 —3 
St. Louis Area 21 2 0 
Memphis 18 8s —2 
Minneapolis District 25 3-7 
Minneapolis . 20 1-9 
St. Paul 6 —l -—4 
Duluth-Superior 22 7-7 
Kansas City District 76 3 2 
Denver 27 ll —l 
Wichita 42 zi 6 
Kansas City 25 17 3 
St. Joseph 32 122 —8 
Oklahoma City 13 3-6 
Tulsa ... 25 10 0 
Dallas District 19 13 4 
Dallas 20 ll 5 
El Paso 16 4 6 
Fort Worth 16 9 3 
Houston 27 29 2 
San Antonio 13 4 1 
San Francisco District 27 il 2 
s Angeles Area 23 9 —1 
Oakland 21 15 —1 
San Francisco 23 122 —5 
Portland 36 3 8 
Salt Lake City 32 18 619 
Seattle 40 15 —9 


Admen See Debut of | 
25-Minute ABP Film 
Based on ARF Study 


New York, May 1—The new 25- 
|} minute color film based on the 
| Continuing Study of Business Pa- 
| pers conducted for Associated Bus- 
| iness Publications by Advertising 
| Research Foundation was shown 
by ABP here for the first time 
last week. Those viewing it were! 
officials on advertising associa- 
| tions, and ABP member-publish- 
ers, their sales managers and edi- | 
tors. 
The film was made under the 

supervision of Adkins Lowell, 
| sales promotion manager, Ameri- | 
| can Machinist and Product Engi-| 
neering, and E. Scott Pattison, ex- 
| ecutive vice-president of G. M 
| Basford Co. 
| The picture shows some of the; 
major results of the ARF study of | 
four business papers: American! 
| Builder, American Machinist,| 
| Automotive Industries and Chemi-| 
cal Engineering. 


e Among points brought out 
graphically are that readers rate 
illustrations at 44%, heads at 28% 
and copy at 32% in advertisements 
studied. In some of the cases stud-! 
| ied, left-hand ad pages outpulled 
right-hand pages by 21%. Forty- 
one of the 60 top ads in three of 
the surveys were in two or more 
colors. A total of 97% of qualified 
readers read one or more of the 
ad pages in the magazines studied. 


Beginning today, the film will 
be available for showings before 
conventions, conferences and 
meetings of local clubs and groups 
through ABP, 205 E. 42nd St., New 
York 17. 


Sutton Names Ferris, Jurgell 


Leroy Ferris, editor of Contrac- 
tors’ Electrical Equipment, New 
York, has been appointed manag- 
ing editor of that paper and Elec- 
trical Equipment, replacing W. 
Chester Mead, who has retired. 

Jal G. Jurgell has replaced Mr. 
Ferris as editor of Contractors’ 
Electrical Equipment. Edward 
Grazda continues as editor of Elec- 
trical Equipment. Both are Sutton 
publications. 


To Koehl, Landis & Landan 


Koehl, Landis & Landan, New 
York, has been retained to handle 
the advertising of Forest Hills Inn, 
Forest Hills Gardens, Long Island. 
Local and metropolitan newspa- 
pers, magazines and direct mail 
will be used. 


Parkin Named Ad Director 

Edwin Parkin, formerly execu- 
tive vice-president of McLaren, 
Parkin, Kahn (now dissolved), has 
been appointed to the newly cre- 
ated post of director of advertising 
of the Times Square Stores Corp., 
New York. 


Suter Watch Names Sneider 

Suter Watch Co., Bienne, Switz- 
erland, has appointed A. M. Snei- 
der & Co., New York, as its agency. 
Trade and consumer advertising 
and an intensive dealer’s service 
— educational program is plan- 
ned. 
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_ In New York (sro c © LY advertisers 


in 1950 used 


1,469,000 lines 


in The News... a quarter of all national 
grocery advertising in New York newspapers 


FOURTH YEAR exceeding 1,250,000 lines 
in this classification 


FIFTEENTH consecutive year of leadership 
in New York 


BECAUSE The News moves more merchandise 
and minds, reaches a majority of customers 
and retail grocers... at lowest cost 


none 
newspaper 
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Anti-Trust, FCC and FTC 
Budgets Face Cuts in House 

WasHINGTON, May 3—The trust- 
busters seem to be losing their 
charm. For years, anti-trust units 
have been getting all the money 
they could spend. In fact, the Re- 
publican controlled 80th Congress 
gave Justice Department’s anti- 
trust division $100,000 more than 
President Truman asked. 

Next year’s anti-trust budget is 


By STANLEY E. G@HEN, Washington Editor 


$3,700,000, which is $50,000 less 
than last year and $164,000 less 
than two years ago. But the Jus- 
tice Department will be lucky if 
it gets by with a whole hide. 

The House appropriations sub- 
committee chairman, John Rooney 
(D., N. Y.), feels the anti-trust 
process is unnecessarily slow and 
costly. He wants Justice to try to 
negotiate settlements before filing 
cases. Anti-trust officials contend 
negotiated settlements won’t work 


where major economic issues are 
involved. 

In one feverish moment, Rep. 
Rooney complained, “After 10 
years in which we have given 
every nickel requested, I do not 
believe that results warrant it. 
Perhaps if we retrench a bit and 
cut down that staff, you might 
weed out some of the wheat from 
the chaff.” 

e e 7 

Meanwhile, another House ap- 
propriations subcommittee under 
Rep. Albert Thomas (D., Tex.) 
has deflated Federal Trade Com- 
mission's plans for a $500,000 staff 
to track down “monopolistic” mer- 
gers. It’s a new function for FTC, 
voted last year when Congress 
plugged a long-discussed gap in 
the anti-trust laws. The Thomas 
subcommittee decided that Fed- 


eral Trade should start its anti- 
merger work with a modest $365,- 
000. “It will be extremely difficult 


to recruit trained legal personnel | 


capable of performing the type of 
work required,” the committee 
said. “We believe that efficiency 
will prevail if a policy of care and 
discrimination in the hiring of per- 
sonnel is followed.” 

+ a . 

Under congressional prodding, 
Federal Trade Commission’s ra- 
dio and periodical advertising divi- 
sion has thumbed through about 
300 recent ads covering margarine 
products of 15 manufacturers. Con- 
gressmen want to know whether 
the industry is abiding by recent 
legislation outlining special mar- 
garine labeling requirements. 

FTC gives the margarine indus- 
try a fairly clean bill of health. 


Announcing... the First Washington Star 


et 


THE EVENING STAR BROADCASTING COMPANY OWNS AND OPERATES STATIONS WMAL. 


Consumer Analysis of 


in Metropolitan 
Washington, D. C. 


NEW FACTS ON BRAND PREFER- 
ENCES in The Star Consumer Analysis 
of 5,000 families in the ABC City Zone 
include: food, soap and allied products, 
drugs and toiletries, home appliances, 
beverages, automobiles and automotive 
supplies, and family unit characteristics. 


NEW FACTS ON PERSONAL HABITS 
and brand preferences: (men) shaving, 
tobacco, travel, vacation plans; (women) 
tobacco, foundation garments, brassieres, 


deodorants. 


Tower, 


* “Milwaukee Journal” type 


Brand Preferences and Shopping Habits 


NEW FACTS GN SHOPPING HABITS: 
shopping time preferences, types of 
stores shopped, and important new in- 
formation on shopping center use. 


DISTRIBUTION OF BRANDS: The 
Star Analysis includes a study of dis- 
tribution of many food and drug items 
among metropolitan area retailers. 


METROPOLITAN AREA RENTAL 
MAP gives new information on rents 
paid and rental values of homes owned 


in all census tracts of the ABC City Zone. 


The Washington Star 


Evening and Sunday Morning Editions 


Represented nationally by: O'Mara and Ormsbee, Inc., 420 
Lexington Ave... NYC 17; The John E, Lutz Co., Tribune 
Chicago 11. 
ANPA Metropolitan Group, Audit Bureau of Circulation. 


Member: Bureau of Advertising, 


FOR SURVEY INFORMATION write to Consumer Analysis, Department ©, 


The Washington Star, or to our national representatives. 


WMAL-FM AND WMAL.-TV 
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| Se far only three companies are 
| docketed for further investigation. 
. + a 

Now that it’s fashionable to talk 
about raising standards of moral- 
_ity, congressmen are looking for 
ways to prevent business from re- 
cruiting legal experts out of gov- 
ernment agencies. 

During Justice Department’s 
budget hearing, Rep. Rooney ex- 
pressed concern over the number 
of anti-trust employes who turn 
up as counsel for companies that 
have anti-trust litigation with the 
government. 

Assistant Attorney General H. 
G. Morison thinks it’s all right, so 
long as the employe is not chang- 
ing sides on a case he handled for 
the government. “It’s part of the 
process of getting good men,” he 
says. “They come here for exper- 
ience.” 

e e o 

It isn’t very often that congres- 
sional appropriations committees 
say anything complimentary about 
a government agency, so Fed- 
eral Communications Commission 
Chairman Wayne Coy may be en- 
titled to a bow. The House appro- 
priations committee commended 
FCC the other day for undertaking 
a reorganization of its activities 
The committee nipped $275,000 off 
FCC's $6,850,000 budget, but play- 
fully suggested that the loss 
wouldn't be missed because of the 
new efficiency attained through 
organization. 

. ~ + 

Rep. Frank Buchanan (D., Pa.) 
died following an operation at 
Naval Medical Center. As chair- 
man of last year’s special House 
committee investigating lobbying, 
he worried admen by suggesting 
that some institutional copy falls 
into the category of lobbying. 

. - a 

The Senate judiciary committee's 
new bill to “end” the controversy 
over freight absorption and de- 
livered prices will not have clear 
sailing. Its sponsor, Sen. Pat Mc- 
Carran (D., Nev.), says the bill— 
only 19 lines long—merely restates 
recent Supreme Court decisions 
which hold that it’s legal to cut 
prices in order to meet a bona 
fide quotation of a competitor. 

But Federal Trade Commission 
says McCarran’s bill switches the 
burden of proof in anti-trust ac- 
tion, and rolls the law back to 
pre-Robinson-Patman Act days. 
FTC still wants price cutting out- 
lawed if it has a “tendency to 
create monopoly.” FTC has yielded 
a little ground. It concedes that 
the “tendency” must be real, not 
merely potential. 


NY Movie Houses Organize 
Public Relations Group 

The Independent Theater Own- 
ers Assn. and the Metropolitan 
Motion Picture Theater Assn. have 
formed a joint public relations 
committee for movie houses of 
greater New York City. Lynn Far- 
nol has been appointed special 
public relations representative for 
the new committee, which claims 
to represent some 500 theaters, in- 
cluding leading Broadway houses 
and neighborhood circuits. 

Mr. Farno] said the main func- 
tion of the group would be in the 
promotion of new audiences. After 
a three-month exploratory period, 
newspaper advertising will prob- 
ably be used, he said. 


Tobler Appoints Agency 

H. 8%. Humphrey, Alley & Rich- 
ards, New York, has been ap- 
pointed agency for the Meyer & 
Lange division of R. C. Williams 
& Co., to handle promotion for 
Tobler Swiss chocolates. The 
campaign includes exhibits, coun- 
ter displays, catalogs, and trade 
and consumer advertising. 


| 
|Named Macy Placement Head 


| R. Randall Irwin, who recently 
joined R. H. Macy & Co., New 
| York, has been appointed head of 
executive placement. He succeeds 
Forest R. Lombaer, who resigned 
to join the Marx Realty & Im- 
provement Co. 
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Emerson Corp. Cuts 
Video Set Prices 
on All’51 Models 


New York, May 1—Emerson 
Radio & Phonograph Corp. this 
week shaved $15 to $145 off its 
television set prices. The new 
prices, which are the lowest in 
the company’s history, will be ap- 
plied immediately to the entire 
1951 line. 

Benjamin Abrams, president of 
the company, said the reductions 
are intended to stabilize the indus- 
try and to act as an incentive to 
increase television buying. They 
apply to receivers now in the 
hands of dealers and distributors, 
who will be given rebates to make 
up the difference in cost. 

Under the revised schedule, 
Emerson will offer a plastic 14” 
table model at $149.95, a 17” table 
model at $199.95 and 17” consoles 
for as low as $249.95. Unlike the 
old scale, the reduced prices do| 
not include excise taxes and part 
warranty. 


| 
e Mr. Abrams considers Regula- 
tion W, which requires a 25% | 
down payment for appliances, a 
major contributing factor in the 
current TV sales slump. He said} 
the industry is now seeking to have | 
that restriction modified, at least 
to permit trade-ins to be counted | 
as a part of the down payment. 

The set manufacturer also feels 
that the industry, which he said 
was turning out TV sets at the 
rate of 10,000,000 annually during 
the first quarter of this year, has 
over produced. This situation, he 
believes, will be corrected in a 
matter of months by increased 
government restrictions on the use 
of raw materials. 

“Emerson’s low prices will re- 
main in effect for a limited time, 
but in no event longer than 60 
days, in view of the fact that ma- 
terial shortages and stepped-up 
government requirements for mil- 
itary equipment will force further 
production cutbacks by the mid- 
dle of the year, with a correspond- 
ing increase in unit costs,” Mr. 
Abrams said. 


s Industry production started eas- 
ing'off in March when inventories 
began to pile up. Emerson is now 
making video sets at the rate of 
60% of its peak month, which was 
hit in January, he continued. 

Meanwhile, RCA Victor division, 
Radio Corp. of America, held dis- 
tributor meetings throughout the 
country to guarantee prices of its 
current line until Aug. 1. No new 
models are expected to be added 
until that date. 

Joseph B. Elliott, vice-president 
of consumer products for the di- 
vision, said: 

“Because we do not believe that 
unreasonable price cuts, bonus 
offers and promotion deals have 
any place in an orderly and con- 
structive merchandising effort, we 
intend to follow a different course 
and propose in their place the pro- | 
gram presented to our distribu- 
tors.” The program to which he 
referred was the “market stabili- 
zation” program which guarantees 
prices. 


Paint Campaign Launched 

Minnesota Paints Inc., Minne- 
apolis, has inaugurated regional 
spring advertising for its house 
paint line with a six-week sched- 
ule for the Upper Midwest. Radio, | 
television, newspapers and car 
cards are being used, according to 
Cc. A. Carlson, advertising man- 
ager. In addition, a booklet, “Paint- 
ing Simplified,” has been sent to 
dealers for free distribution. Nel- 
son-Willis Inc., Minneapolis, is the 
agency. 


Appoints Savage & Talley 
Realistic Co., Cincinnati, manu- 
facturer of permanent wave prep- 
arations for professional hairdress- 
re has appointed Savage & 
Talley, Cincinnati, as its agency. | 


‘YOU EXPECT Good wEWS 
LiME THIS FROM EMERSON! 


owest Price Ever 


INALEY 218" NEW 51 


PRICE WAR TO UNLOAD TV SETS—This was pointed up in the Washington News 

April 30 by these competitive ads. Emerson Radio of Washington Inc. used Page 

49 (at left) to promote 14” Model 662 at $179.95. On Page 29 of the same edition, 
lacy’s, a leading appliance chain, offered the set for $149.95. 


To Associated Advertising cleanser, has appointed Associated 
Wiggins Chemical Co., Cincin- Advertising Agency, Cincinnati, to 


“nati, maker of Wigg’s Waterless handle its account. 


Mastic Plans Campaign 


Mastic Tile Corp. of America, 
Newburgh, N. Y., will supplement 
its normal spring advertising in 
trade publications with four-color 
ads inCountry Gentleman, Popular 
Science Monthly, and The Satur- 
day Evening Post, and insertions in 
The American Weekly, Chicago 
Tribune, New York News, Parade, 
Philadelphia Inquirer and This 
Week Magazine. The ads empha- 
size consumer home installation of 
| MA-TI-Co asphalt tile floor cov- 


51 


ering and will tie in with dealer 
advertising and point of sale ma- 
terial. 


Mansfield Adclub Joins AFA 

The Mansfield, O., advertising 
club has been admitted to mem- 
bership in the Advertising Federa- 
tion of America, the 99th senior 
club to join the federation. Of- 
ficers are: president, Ellis S. Perl- 
man, Coleman Todd & Associates, 
and secretary, John W. Hammer, 
Mansfield Tire Co. 


| 62 Billion Dollar 
Automotive Market 


South and Southwest...your finest 


territory for Sales expansion. You get 
19-state penetration through 


SOUTHERN AUTOMOTIVE JOURNAL 


i 906 Peachtree St., N.E., Atlauta 5, Ga. 


will get up! 


... but no assurance 
that the P.O.P. piece 


Models are just one expense item in the creation of your adver- 
tising message. Copy, design, artwork, plates and printing . . . 
major investments all. And all wasted if your Point-of-Purchase 


material doesn’t get up! 


Add KLEEN-STIK and insure quick posting in coveted spots 
on walls, windows, posts, counters . . . at the 
point of sale! KLEEN-STIK overcomes 
dealer resistance, gets P.O.P. pieces up and 
keeps them up . . . on the job, working for 
you! Have your next window streamer, in- 
terior display, shelf strip or die-cut piece 
produced with KLEEN-STIK —¢get efficient, 


selling P.O. 


P. locations. 
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heart of America 


to the 


The corporal is a long way from his folks. 
For the first time he knows what it is to 
be lonely. Now he appreciates every 
link with home... snapshots... a phone 
call. ..a letter... the Post. 


The Saturday Evening Post means 


home. For millions of us it has meant home 


. since we were kids. Year after year it 


has reflected our interests and inspired 
our ambitions. Our confidence in its 


editorial and advertising pages has by 
now become second nature. 


No other advertising medium has ever 
helped so many local businesses gain 
national stature. None has ever turned 
so many products into household words. 
And because its audience and its impact 
are unique, the Post continues to carry more 
advertising than any other magazine. 


The Post gets to the heart of America. 


A comprehensive survey of weekly 


magazine reading reveals that: 


1. 
2. 
3. 
4. 


5. 


Readers spend more time with the Post 
Readers return more often to the Post 
Readers believe the Post is more reliable 


Readers have more confidence in products 
advertised in the Post 


Readers pay more attention to advertising 
in the Post 
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To Secure Maximum Impact... 


Gardner Aims Its Copy 
at ‘Mrs. Middle Majority’ 


With the publication, in 1948, of “Social 

Class in America,” by Lloyd Warner, a 
new organization, Social Research Inc., 
with headquarters in Chicago, became a 
factor in the marketing and advertising 
fields, with a new concept of American 
social classes and new concepts of their 
motivations and desires and the methods 
it of reaching them effectively. 
The authors of “Social Class in Amer- 
} ica” identified seven distinct classes, 
} which they labeled upper upper, lower 
upper, upper middle, middle middle, lower 
middle, upper lower, and lower lower. 

These seven groups, for convenience, 
may be divided into three broad classes. 
About 15% of the population, according 
to the book, is found in the three top 
classes. Another 20% comprises the 
“lower lower” class at the opposite end 
of the scale. The remaining three classes, 
the so-called “middle majority” or “com- 
mon man” group, consists of about 65% 
of the total population, according to So- 
cial Research. 


Despite the fact that the classes have 
been given names which sound as though 
they were based solely on economic status, 
the principal contention of “Social Class 
in America” is that economic status, while 
important, is only one of a long list of 
criteria determining social class. The di- 
visions cited in the volume are based upon 
such criteria as income, source of income, 
occupation, education, kind of living quar- 
ters, area of the town in which the resi- 
dence is located, participation in clubs, 
churches and other organizations, and—an 
especially important point—the kind of 
people who constitute the immediate cir- 
cle of personal contacts. 

One of the most significant concepts 
fostered by Social Research is that any 
given class has the same general taste in 
home furnishings, in clothes, etc., and that 
members of other classes are repelled, or 
at least not attracted by, the taste ex- 
hibited by members of other social strata. 


e If this is true—and Social Research 


ge New Walls for Old 
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Mrs. Harold Fdstrom, 1$24 Carroll 
ve., voted Best Cook by Circle No. 
3 of St. Johns Methodist Church. 


ell cooked and plentiful 
Faarom were Stokely's Fin 


quality crops go te Stokely. 
BUY-OF-THE-WEEK: 
Srokely's Finest Green 


Price, perfect, tree- 

Wey ones, The 
frost grown. Get them at 
your grocers todey. 


The Best Cooks Use 


Stokelys Amast Foods 


VOTED BEST COOK 


* 


BY LUTHERAN CHURCH 


Augustana Lutheran Church 
rs. Holequist’s reputation es a fine 
ok is known far beyond her family 


AIMED AT MRS. ‘MIDDLE MAJORITY’—The influence of counsel from Social Research Inc, 
Gardner Advertising Co. copy for Stokely foods is apparent in this series of three 
line newspaper ads. Most of the appeals to Mrs. Middle Majority are present. The 
affirm the importance of her household tasks—in this case cooking. They stress 
desirability of becoming the “best cook.” For authority, they mention outstanding 
women—church women—who are respected because they have families like 
Middle Majority and problems like her own. Copy in each ad includes an indirect t 
monial for Stokely foods and the idea of a “best buy” is designed to appeal to 
woman who must watch closely each penny of her food budget. Larger news 
space and local radio also were used. The campaign, Gardner reports, was “h 
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NICE, BUT NOT OUT OF REACH—The illustration, a major element in this ad for Reardon 
Co.’s Dramex, is designed primarily to appeal to the taste of Mrs. Middle Majority. 
Social Research contends that living room settings will tend to repel mass market read- 
ers if they reflect upper class taste, but will attract if the setting is close to the tastes 
of the middle class. In this instance, while the room has solid color carpeting (upper 
class), the window treatment—a combination of patterned draperies and venetian 
blinds—(upper middle class), and the knick-knack shelf (lower middle and lower 
class) lend the supposedly essential ingredient of “familiarity.” 


maximum conviction and believability. 

In the same way, it must not only pre- 
sent its product in familiar, believable and 
socially acceptable surroundings, but the 
copy must take into account the values 
and standards of the group which is be- 
ing addressed. These values and standards 
are not the same for each segment of the 
population, Social Research maintains, 
and they cannot be transgressed with suc- 
cess by an advertiser. A situation which 
can be treated lightly or jokingly with one 


compelling to one class may seem utterly 
pointless to another, Social Research 
maintains. 


e At Gardner Advertising Agency, St. 
Louis, the concepts of “Social Class in 
America,” as applied to marketing and 
advertising problems by Social Research 
Inc., have played a substantial part in 
creative work for some three years. 

Like most topflight creative advertis- 
ing people, Bea Adams, executive vice- 
president of the agency, is concerned lest 
she or any member of the Gardner cre- 
ative staff, lose some of their contact with 
reality, or underwrite or overwrite to the 
audience they are addressing. The stimu- 
lus of Social Research analyses she finds 
especially valuable in this area. 

“It is really difficult to put your finger 


freshing and useful in being reminded of 
what we know, and of studying how to 
apply this knowledge to specific circum- 
stances. The process makes us surer of 
our knowledge and intuition, and more 
certain of our approach. 


@ “The advertising business is peculiar 
in one sense. Its job is to appeal success- 
fully to the masses, yet advertising people 
themselves are practically never typical 
of the masses, and the more successful 


onan group may be completely serious with ther become the less typical they are 
Sg BS another, and a motivation which may be likely to be 


“Social Research helps us keep our cre- 
ative feet on the ground. For example, 
not so long ago several of us went to 
New York to film some commercials for 
a food client. We had made arrangements 
in advance with one of the country’s out- 
standing commercial studios to make these 
shots. When we arrived, the studio was ali 
set for us—or so they thought. They had 
built a set depicting a charming dining 
room, in the best style and equipped with 
fine china and silverware and table set- 
tings. They had actors ready, too; partic- 
ularly the mother, an aristocratic middle 
aged woman dressed in a chic woolen cre- 
ation which obviously didn't come from 
a Sears, Roebuck catalog 

“We practically created consternation 
when we made them start all over—-with 
good, but ordinary furniture, serviceable 
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AN ADVERTISING AGENCY CANNOT BE GREAT UNLESS IT EXCELS 
IN INGENUITY, THOROUGHNESS, RESTLESSNESS. 


WENTY-EIGHT YEARS ago this May, Young & Rubicam started in business 
with a firm conviction in the value of certain principles. And the very 
first principle was this: 


An advertising agency cannot be great unless it excels in 
ingenuity, thoroughness, restlessness. 


Here is what Young & Rubicam meant—and still means—by these qualities . . . 


Ingenuity —the resourcefulness to command a bigger proportion of the public’s 
attention for a client’s advertising than his competitors are getting for theirs. 


Thoroughness — the ability to completely surround and penetrate an advertising 
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AN ADVERTISING AGENCY CANNOT BE GREAT UNLESS IT EXCELS 
IN INGENUITY, THOROUGHNESS, RESTLESSNESS. 


or selling problem, and to apply good judgment to its solution. 


Restlessness—a state of mind that compels an advertising agency to seek a still 
better way to do a job, after a good way has been found. 


Today, more than ever, we hold to this “first principle.” For probably there 
has never been a time when excellence in these qualities—in daily use—could be 
so important to advertisers in so many different fields. 


YOUNG & RUBICAM, INC. aoveensinc 


New York Chicago Detroit San Frarcisco Hollywood Montreal Toronto Mexico City London 
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but obviously ordinary china, no elegant , higher if the manager or clerks remember 


floral decoration in the center of the table 

and a serviceable cotton house dress for 
‘Mom’ instead of the modish woolen num- 
ber. And we insisted that ‘Pop’ appear at 
the dinner table in his shirt sleeves—as 
he would in millions of middle majority 
homes.” 


e In a speech before the Women’s Ad- 
vertising Club of St. Louis last year (AA, 
June 5, 1950), Miss Adams described what 
makes Mrs. Middle Majority tick. 

“Simple Mrs. Simon, the backbone of 
our nation,” she said, “is concerned pri- 
marily with her duties and responsibilities 
as a wife and mother. By some standards, 
her life is limited ... Her experiences, too, 
are limited. .. 

“Here, briefly, are her basic desires: 
She wants to please her family. She wants 
to keep her family happy, healthy, to- 
gether. She wants her family to think of 
her and talk of her as the guiding hand, 
the good influence, the inspiration of their 
lives. 


s “She wants to be assured that her job 
as wife and mother is an important one— 
that her family realizes the trouble to 
which she goes to please them. She wants 
to feel that her children admire her more 
than they possibly could admire any other 
mother in the world. 

“She likes to win out in competition 
ith other women in the neighborhood, 
club or church groups. She likes to feel 
at she ‘belongs’—and, by the way, this 
ish to ‘belong’ is so strong that she will 
metimes shop at stores where prices are 
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Send Now for Mary Lee Taylor's 
Newest Help for Wives 


~The 
campaign aimed directly at Mrs 
Majority employed the 
suggested by 
Aside 
the ad is aimed at the 
mass market housewife’s primary interests 


‘HUSBAND TESTED’ first Gardner food 
Middle 
primary ingredi- 
sociologists of Social! 


layout and 


ents 
Research Inc 
recipe gimmick, 


from the 


keeping her home together, pleasing 
her husband and boosting her prestige and 
status within the family group. For au- 
thority, Gardner used Mary Lee Taylor 
and recipes “tested in homes from coast 
to coast, chosen by husbands as the kind 
of food they like best.” The tag line of 
“better meals at lower cost” again is di- 
rected at homemakers who are conscious 
of budget problems. 


to call her by name...She has rigid 
moral and social codes. She is ruled by 
conventions. She believes marriage is here 
to stay.” 

“If there is any condensed bit of advice 
I can give you,” Miss Adams told the ad- 
club members, “it is this: When you speak 
to Mrs. Simon about your wares, speak 
in words of simple, homey things and, 
please, not with your tongue in cheek. 

“Simple as she is, Mrs. Simon can spot 
insincerity a mile off. And she has an 
almost uncanny way of sensing when you 
talk down your nose to her. No disguise 
of yours can hide it. So if you feel in 
your heart that you are better than she, 
maybe—I’m not saying for sure—but 
maybe advertising to the middle majority 
is a job you shouldn't be tackling.” 


@ Harriett Bruce Moore, director of psy- 
chological research for Social Research 
Inc., last month explained what she be- 
lieved to be the basic differences between 
women of varying social classes, in a talk 
before the Chicago Group of Home Econ- 
omics in Business. 

She said that, “behind the privileges of 
the upper class woman to ‘do as she 
pleases,’ there is a strict code of respect 
and conformity for age, and for social 
public responsibility. The upper class wo- 
man is motivated by her need to meet the 
standards of her own group without cross- 
ing those of her elders. She likes adver- 
tisements to the point, showing or describ- 
ing the product precisely, without a great 
deal of emotional stimulation. 

“The upper middle class woman is 
reared to be self-reliant and self-expres- 
sive. She is anxious to be a competent ex- 
ecutive in her home, to give an impres- 
sion of tasteful efficiency and poise. She 
scans ads for materials that are versatile, 
that can be molded to her own style of 
life. She needs to impress both men and 
women with her home and personality; 
she likes ads which reflect her interest in 
style, sophistication, ideals of youthful- 
ness and coordination. . 


se “The lower middle class woman is less 
exploring and innovative. She is taught 
that homemaking is a family affair—not 
a neighborhood activity—and that her re- 
sponsibilities are serious and strenuous. 
“Her security is often threatened and is 
tenuous at best—illness, the Army, sea- 
sonal! depressions, union activities, trouble 
on the job—all these can take the bottom 
out of her world in a very real sense. In 
ads, she looks for a brighter world, for 
skills and reassurance, for affirmation of 
her worth in working hard. She thinks 
concretely, and her phantasies do not 
range very far from home, husband, child 
and friend. Her more dramatic dreams— 
spoken in soap-opera, romance and movie 
magazine—are underlined ‘not for me.’ 
“The lower class woman is really un- 
certain; she finds, not anticipates, dan- 
gers and deprivations that come and go 
quite beyond her control. She learns that 
security is for her social superiors; and 
she knows that she cannot rely on anyone 
else to care for her and her children. 


@ “She learns thus to value each day’s 
pleasure as it comes, and to sit out hard- 
ship. In advertising, she looks for this 
pleasure, and reaches for it if she has the 
resources. She is not an imaginative 
thinker, and she prefers precise definition 
of the gains and pleasures the product 
may give.” 

“None of these housewives,"’ Mrs. Moore 
concluded, “is attracted by subtlety to the 
extent that the career woman is; the up- 
per middle class woman comes closest. 
Advertising should be clear in its illustra- 
tions and copy, and it should be designed 
with an understanding of the room or 
home or person it aims to attract.” 

In the final analysis, Gardner Adver- 
tising Co. executives feel that the counsel 
and advice they receive from Social Re- 
search Inc. do not give them anything 


ty ste 
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ahi REALLY cat 7 


«+» REALLY ENJOY BREAKFAST? Then try New Rice Chex 
on yours. There's o special reason this new rice cereal 
keeps 'em eating right down to the bottom of the bow!l! 


LOOKS GOOD! _. 1H teke plenty 


++ <te the very last bite! 


"sGOOD0 = hew about MORE? 


Children love this new shredded rice cereal. . 


It =e 


(eoesn) oer Get | 


Anes coe 


NO NEW YORK MODEL THIS—In markets where Ralston has introduced its new Rice Chex, 
Gardner recently launched a series of newspaper ads with copy offering a solution 
to one of Mrs. Middle Majority’s basic problems—getting her children to eat (and 


winning her family’s direct or implied praise). 


The boy obviously could be her own 


—with hair uncombed and a tendency to put the elbow on the table. The food disap- 
pears with gusto, an obvious inference that claims for the product are truthful. The 
same theme and youngster also are being used on 24-sheet posters and in Sunday 


comics. 


which they might not have suspected or 
intuitively felt. 

The primary advantage of the sociolog- 
ical point of view, they believe, is its gad- 
fly effect in writing copy and preparing 
illustrations which are down to earth. In 


Employe Communications... 


fact, the agency keeps a well-known mail 
order catalog around the office for the 
same purpose. The effect of all this theo- 
retical discussion on practical problems 
is shown in the accompanying illustra- 
tions. 


So You Want to Get Technical About It? 


By Rosert Newcoms and Marc SAMMONS 


e LAST Thursday, if all went according 
to plan, C. L. McCuen, vice-president of 
General Motors and general manager of 
its research laboratories division, de- 
livered a technical paper before members 
of the American Petroleum Institute in 
Tulsa, Okla. 

This announcement by itself is hardly 
enough to dislocate the American econ- 
omy single-handed. The technical paper 
is the instrument that usually drives peo- 
ple in the field of employer-employe com- 
munication into the corners of cages. It 
is the ponderous, overpowering document 
not one employe in a thousand ever un- 
derstands. It is also the one the author 


generally insists be printed without 
change. 
Happily the McCuen paper, while 


technical, was far from drab. As most 


readers of newspapers should know by 
now, the McCuen paper dealt with the 
huge gasoline savings forecast for the 
American motorist by the development of 
the new GM “19XX” high compression 
engine. This engine development, coupled 
with new transmissions, promises to save 
the country’s motorists 30% over present 
fuel consumption. Translated into dollars 
and cents, it looks like a saving of some 
two-and-one-half billions a year. It is 
safe to assume that the development is 
now being suitably covered in the press 
of the nation 


e For GM employes the company issues 
a large, pictorial and Life-like monthly 
journal called “GM Folks.” When the 
McCuen appearance before the API was 
scheduled, the editors properly reasoned 
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GOOD HOUSEKEEPING 


REPEATED RECOGNITION! 


Again, for 1950, the American 
Dairy Association has announced 
that its Annual Distinguished 
Award has been given to GOOD 
HOUSEKEEPING for outstand- 
ing recipe food service. 


| or the second straight year... 
Good Housekeeping earns distinguished 


award for recipe food service! 


Regularly, as a consistent part of our editorial service, we provide 
GOOD HOUSEKEEPING’s 9,971,000 readers with articles on food. 
(In 1950, more than 18 pages each month!) 
But we don’t intend to rest on our laurels. Instead, we shall go right on providing 
the most complete and the most useful food editorial 
content to serve homemakers throughout the country. 


Many of the leading food merchandisers will agree that such editorial material greatly 


stimulates reader interest in the advertising of food products—your products. (If you're 


interested in having the names of food merchandisers who've expressed that opinion, write us.) 


| 32-PAGE PIE COOK BOOK IN 
on eae FEBRUARY ISSUE ; 


Pe — typical of the award-winning editorial job 
GOOD HOUSEKEEPING does! We believe 

Wt iI this may well be the most comprehensive treat- 
ment ever given that All-American family 

= favorite: PIE. This issue was a 100% sell-out, 
and thousands of requests for extra copies have 


been received. 


GOOD HOUSEKEEPING zzz, 


35¢ per THE HOMEMAKERS’ BUREAU OF STANDARDS, 57th Street at 8th Avenue, New York 19, N. Y. 
copy 
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that here was news for readers of their 
magazine. But the magazine’s deadline 
was a month ahead of the reading of the 
paper in Tulsa; the talk itself would not 
even be given until a week after the May 
issue went to press. And the May issue 
was the logical issue to hit. 

That’s how it happens that the May 
issue of “GM Folks,” now being received 
in the homes of GM employes around the 
country, contains a story called “A Tech- 
nical Paper Is Born.” This is the picture 
report of the McCuen paper, how it was 
built and what it concerned. 


e@ The story was developed weeks before 
the talk was made, with the cooperation 
of the research department men, including 
McCuen himself. Here in picture form the 
readers of “Folks” see how the laboratory 
technicians decided to go back into auto- 
motive history and collect information 
which would show how much engines 
have been improved over the years, and 
how much greater progress is possible 


The Eye and Ear Department... 


Readers see how, after laboratory’ tests 
are completed, the new high compression 
engine was installed in a 1951 Cadillac at 
the GM proving grounds in Phoenix, 
Ariz., and road-tested for five weeks 
against a 1915 Cadillac and a 1951 model 
with a stock engine 


e@ What's all this got to do with good em- 
ploye relations? Just this: Employes like 
to be in the know. They like to be told 
what's going on. They don’t like to read 
performance ads on products they make, 
unless they know in advance about the 
performance. It took plenty of thinking 
and planning to block out such an em- 
ploye publication story as “A Technical 
Paper Is Born.” It is the kind of on-your- 
toes industrial journalism that industry 
could use lots of, beginning now. 

Get hold of a copy of “GM Folks,” May 
issue. The managing editor is James R. 
Shutts, and he can be reached in care of 
GM Folks” at the General Motors Bldg., 
3044 W. Grand Blvd., Detroit 2, Mich. 


Everybody's Lonesome 


} Recently the boss makes a suggestion. 
Maybe your digestion will improve,” he 
ays, “if you give up looking at television 
w awhile and listen to radio. Also, may- 
just possibly—your disposition will 
iprove and your wife will come back.” 
So, what do you do when the boss 
akes a suggestion? Quit? You do if you 
ve any spirit, any gumption, any of the 
uff that built this country of ours, sent 
en westward over lonely prairie trails, 
rved roads through the wilderness, 
aled desolate mountain peaks and 
ilt villages where villages never ex- 
ed before. What's happened to that 
rly pioneer; adventurous spirit” 
Well, radio—for those who came in 
e—is an early form of television, minus 
@ sight. Ail you do is hear it. Once peo- 
le listened to it on earphones, but that 
ly happens any more in airplanes and 
Arthur Godfrey's program. 
You can, if you wish, listen on radio 
jay to “Lonesome Gal,” presented prior 
April 20 by Bond Street smoking tobac- 
and heard over WOR, New York, 
and other stations, baby. Lonesome Gal is 
lonesome just like you and me, baby. Only 
difference is, she seems to have swallowed 
a microphone which has become embed- 
ded somewhere between her larynx and 
her esophagus. You can almost hear her 
heart beat. 
You want a pal; somebody who under- 
stands you and lo-o-o-ves you like all the 
world? Lonesome Gal is your dish, baby, 


LONESOMER—Radio’s “Lonesome Girl” is 
even lonesomer, now that Philip Morris 
& Co. has stopped sponsoring her 15- 
minute disc jockey show on 12 stations. 


Lonesome Gal doesn't just hold your hand 
via the air waves—she swallows it clean 
up to the elbow. Plays music for you, too, 
while you wonder if you'll ever get your 
hand back and what condition your right 
cuff link will be in when you do. 

Used to be a male version of Lonesome 
Gal on the radio called Your Lover. Same 
school. Cuddle up, baby. Move closer. For- 
get your cares and woes. Light up with 
some Bond Street tobacco. And think of 
me. I'm lonesome, too. 

Anybody got a good second-hand TV 
set they want to sell? Better yet—anybody 
got yesterday's newspaper? 


Club for Presidential Youngsters... 


If You're Under 40 and President of a Company, 
You May Be Eligible 


One of the more exclusive clubs in the 
U. S. today is the Young Presidents’ Or- 
ganization. 

You can gain entree into the YPO only 
if you measure up like this 

You must have become president of a 
corporation before reaching a sere 39 
years of age, and the corporation you head 
(if industrial) must be doing at least 
$1,000,000 yearly in sales, or employ a 
minimum of 100 people. If your corpora- 
tion is non-industrial, say an ad agency, 
it must have $2,000,000 in annual billings. 

Thus far, about 135 young men have 
met the induction requirements and 


plunked down $100 for annual dues. As 
nearly as anyone can figure, there are 
about 500 youthful business aristocrats in 
this country today who can meet admis- 
sion prerequisites 


@ Women are eligible on the same terms 
as men, but YPO ranks remain entirely 
stag, possibly because of the reluctance of 
distaff prexies to make a public admission 
of age. 

Shortly after the YPO was organized 
last October, the membership committee 
thought it had its first woman applicant 
in Marion Harper. Faces were slightly 


Advertising Age, May 7. 1951 


your shoes look shabby, 


for children’s shoes.” 


people have to like the product, too? 


The Creative Mans Corner 


With the draft and all, apparently the agencies are hiring woman copy- 
writers by the dozen. For certainly only a woman—or a male whose voice has 
not yet changed—could have dared put on paper the statement that “Only New 
Feather-Weight Gem shaves you as smooth as this page.” Unless it was done 
by the same eunuch who coined the phrase, “The blade your face can’t feel.” 
Or did the clients’ wives get both these brilliant ideas? 


Did you know that luck at love now depends on how well your shoes are 
shined? You can smell to high heaven, have a head full of dandruff like the 
blizzard of 88, a breath that even Listerine wouldn’t cure, but, brother, if 


your girl friend's interest won't extend above your 
ankles. What you need is Kiwi. Says so in Kiwi’s new advertising campaign. 
And, worst of all, once you Kiwi your shoes and get the gal, she’s going to 
make all your kids Kiwi their shoes, too—because Kiwi is 
O tempora, O mores. 


There’s something just a little pathetic about Lincoln advertising. It’s done 
in the best of taste. It says practically nothing at all—including anything you 
could get offended at. Meanwhile, Cadillac robs Tiffany’s of its finest jewels, 
puts together ads that would have been considered 
Spanish-American war, and outsells Lincoln scads to one. Innumerable agen- 
cies have tried to re-build Lincoln since it first began to slip. Can it be that 
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“Mother's choice 


Or is that “morons”? 


absolutely tops during the 
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red when it was discovered that Marion 
Harper Jr., 35-year-old president of Mc- 
Cann-Erickson, is actually Mr. Harper. 
He was accepted, nevertheless. 

Information supplied by 109 youth- 
ful presidents shows that the average 
age of the group is 38 (all are under 42); 
combined annual sales run about $650,- 
000,000 (the largest corporation did $90,- 
000,000 last year); they employ upwards 
of 61,000 people; and they do business in 
28 states and one province of Canada. 


e A Chicago area chapter is now in the 
process of organization under the leader- 
ship of George E Victor, president of Vic- 
tor Mfg. & Gasket Co. Chicago area mem- 
bers attending the planning session in 
Chicago included Louis Putze, Sampsel 
Time Control Inc., Spring Valley, IIL. 
John E. Thompson, Reliable Packing Co., 


correc ror rrr rrr rrrorrorwrorwes 


Chicago, and Arnold Zimmerman, Aetna 
Auto Parts Co., Chicago. H. J. Dow, 
Louis P. Dow Co., Minneapolis, is mid- 
west area chairman. 

The over-all group represents more 
than 50 different industries. Incidentally, 
fewer than half of the members were born 
to the president's chair—the others had to 
battle their way up 

YPO was conceived in 1945, when Ray 
Hickok, then 27, was elected president of 
Hickok Mfg. Co., Rochester, N. Y. He suc- 
ceeded his late father, who had started 
with a jewelry concern purchased with 
a borrowed $300 and had wound up with 
a company doing $24,000,000 in annual 
sales of belts, buckles, garters, wallets and 
the like. 

Young Hickok, who had thought he'd 
spend several years learning all the ropes 
before being named president, felt lost 


eer aes 2.. ee 


YPO OFFICERS—These ore the men who head the Young Presid * Orgonization. Left, Richard Sellars, 

35, Ethicon Suture Laboratories, vice-president; second from right, Ray Hickok, 32, Hickok Mfg. Co., presi- 

dent; and right, Roger Kenna, 40, Marlin Firearms Co., treasurer. Talking to Mr. Hickok is Gen. Robert 
Wood Johnson, chairman of the board, Johnson & Johnson, a guest speoker. 
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Successful in getting support from retailers 


because it gets response from consumers— 


THE CHICAGO TRIBUNE 
~ CONSUMER-FRANCHISE PLAN 


SALES at the factory grow today 
as plans are based on conditions 
at the retail level. With little per- 
sonal selling by retailers, the crit- 
ical phase of sales work has moved 
beyond the store and into the 
home. 

Today’s advertising job is to 
sell the consumer before she goes 
to the store. Advertising which 
is run to influence the retailer im- 
presses him only when it impresses 
his customers. 

To get retailers to take on your 
line—and to keep it in the face 
of competitive claims for his 
space and time—your advertising 
must be used to build a consumer 


franchise that will produce for 


your brand an important share 
of the day-in, day-out buying of 
consumers. 

From first-hand experience in 
working with manufacturers and 
retailers the Chicago Tribune 
has developed a sound procedure 
that successfully builds sales 
volume and a strong brand 
position. 

It will enable you to turn to 
your advantage the trend to fewer 
brands per product class per store 
and the increasing reliance on self 
service in retailing. 

It starts with the retailer's 
own need for higher volume and 
faster turnover. And, because it 
does, it gets his active support. 


You can use this consumer- 
franchise plan to secure larger or- 
ders and better store display. 
With it your staff can sell more 
and earn more. 

Pointed for immediate sales, 
it calls for no special prices, dis- 
counts or deals. Successfully used 
in Chicago, it is readily applica- 
ble in other markets. It works 
for big units as well as for pack- 
aged goods. 

Why not decide now to learn 
how you can put the plan to 
work for you. A Tribune repre- 
sentative will be glad to talk to 
you. Ask him to call. Do it now 
while the matter is fresh in your 
mind. 


Chicago Tribune 


CHICAGO TRIBUNE REPRESENTATIVES: 


New York City Detroit San Francisco 

A. W. Dreier E. P. Struhsacker W. E. Bates 
1333 Tribune Tower 220 E. 42nd St. Penobscot Bidg. 155 Montgomery St. 
MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


Fitzpatrick & Chamberlin 


THE WORLD'S GREATEST NEWSPAPER 


Los Angeles 
Fitzpetrick & Chamberlin 
1127 Wilshire Bivd. 
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when he found himself in the front office. 
Mulling it over, he decided it might be 
good tactics to get acquainted with other 
young men in similar plush predicaments. 


@ That was why he got together with his 
friend Arthur Reis Jr., 34, president of 
Robert Reis & Co. (men’s underwear), 
New York 

By 1949, the two of them took to comb- 
ing “Who's Who” and various business 
directories and discovered about 500 per- 
sons who had become corporation heads 
before reaching 39. So they picked a 
number of men in the New York City 
area and formed an organization commit- 
tee, composed of people like Roger Ken- 
na, now 40, of Marlin Firearms; Richard 
Sellars, 35, Ethicon Suture Laboratories; 
George Schlegel, 38, Schlegel Lithograph- 
ing Corp.; and George Henning, 34, Bel- 
mont Smelting & Refining. 

The committee agreed on the Young 
Presidents’ Organization designation and 
outlined two objectives for the group: (1) 
development of personal friendships, and 
(2) exchange of ideas and problems. 


e But committee meetings and bull ses- 
sions led to the conviction that the tradi- 
tional spirit of independence and self- 
reliance that made America great is being 
stifled today. Thus came another YPO 
goal: “aggressive national support of the 
gincentive state as opposed to the hand- 
Dut state.” 

_ Just how the club will go about pro- 
10ting the incentive state has yet to be 
orked out. But plans are expected to 
‘ll at its first national meeting in Vir- 
inia Beach in May. 

The YPO roster starts off with Mr. 
ickok as president; Mr. Sellars as vice- 
resident, and Mr. Kenna as treasurer. 
t includes such names as Douglas Fair- 
anks Jr., 41, president of Fairbanks Co., 
»s Angeles; Paul Dean Arnold, 39, Ar- 
old Bakers, Port Chester, N. Y.; A. How- 
d Fuller, 38, Fuller Brush Co., Hart- 
rd, Conn.; Robert Hood, 34, Insul Chem- 
al Co., Marinette, Wis.; James B. Lee, 
, Frank H. Lee Co., Danbury, Conn.; 
d Gaylord C. Whitaker, 40, Graflex 


Cie ne rece 


The most feminine of advertising cam- 
paigns—‘“Never Underestimate the Power 
of a Woman!”’—has admitted right out in 
public that it has reached its 10th birth- 
day. 

The campaign, started in 1941 by the 
Ladies’ Home Journal in conjunction with 
its advertising agency, N. W. Ayer & Son, 
Philadelphia, has grown so popular that 
it apparently not only will continue in a 
second decade but will probably be here 
to stay 

For an advertising campaign, ten con- 
secutive years is a long time, indeed. 
However, admirers of the series insist 
that (just like women themselves) the ads 
get younger and prettier each passing 
year. 


@ The anniversary was marked by a 
black-and-white page in The Saturday 
Evening Post of April 21. In this ad the 
top cartoon shows the huge plant of 
Amalgamated Diamond Mines Inc.,” and 
the bottom cartoon shows a man’s hand 
placing a diamond ring on a girl’s finger. 
Facing the page is a two-column an- 
nouncement, stating: “Ten years—and 131 
Journal advertisements—ago, a new 
phrase was coined as a pleasant reminder 
of one unchanging aspect of life in the 
so-human family. Today, this gentle ad- 
monition has become, through constant 
repetition in our Journal messages, one of 
the most winning advertising slogans. 
“More important, for the eternal truth 
it tells, it has won an accepted place 


Inc., Rochester, N. Y. 


s Certainly not atypical of the YPO men 
who've climbed the success ladder is Wil- 
liam Manowitz, now 39. 

Prior to 1944, the year he formed his 
own company with an initial investment 
of $350, Mr. Manowitz was a shoe sales- 
man and jobber. 

At the age of 34 he launched the Hus- 
sco Shoe Co. in Honesdale, Pa., which to- 
day reputedly produces 35% of all moc- 
casins worn in the U. S. Its annual sales 
of Huskies come to $3,000,000. Since the 
end of World War II, the company, by 
promotion and merchandising, has in- 
creased sales and production 300%. 

Stanley Hiller of California, another 
member, was born to parents of moder- 
ate means. As a kid of 12 he was capable 
of building a gas-engine auto racer. When 
other neighborhood boys wanted a car 
just like it, young Stan borrowed money 
from his father and started turning them 
out—right in the family garage. 


s In 1940, he was only 15—too young to 
volunteer for war service. But he was 
able to get several defense contracts from 
the government on the basis of his me- 
chanical ingenuity. Two years later, his 
company was employing 300 people and 
doing business at the rate of $1,000,000 a 
year. Today Mr. Hiller is an important 
manufacturer of helicopters. 

Pushing the free-enterprise theme is 
a serious project with the YPO—and 
prospects are that the group will become 
an effective sounding board for the in- 
centive state. At the moment, though, it’s 
trying to shuck its swaddling clothes and 
become better known. 

When that happens, it won't run into 
embarrassments such as happened last 
month during its New York area meeting 
at the Waldorf-Astoria. The hotel’s bul- 
letin board had the get-together listed as 
a meeting of the Young Husbands’ Or- 
ganization. 

The Waldorf probably still feels it had 
the name right—especially since one 
member left in a hurry when the desk in- 
formed him his wife was having a baby. 


Ten-Year Saga of Womanpower 


among our popular sayings. For, in an 
uncertain world, this is sure: wherever 
there is a woman there is a will—and a 
way—to the things that are best and most 
desirable for herself and for her man and 
for her children. On that fact our greatest 
industries are founded. The way for an 
advertiser with women, or even all peo- 
ple, on his mind, then, is the simple form- 
ula: he designs his story to awaken the 
greatest response from women—and puts 
it in Ladies’ Home Journal, which brings 
more ideas to more women than any 
other magazine on earth.” 

The same ad, minus the two-column an- 
nouncement, is also scheduled for the 
April 28 issue of The New Yorker and for 
a number of business publications. 


e The long life and steadily increasing 
effectiveness of the campaign has been 
helpful, in one unusual way, to many peo- 
ple in advertising. It has provided an ex- 
cellent argument for continuing a theme 
of proved value, instead of starting a new 
theme on the theory—usually advanced 
by a client—that people tire of reading 
the same old stuff and want something 
new every few months. This drive has 
proved that consistency pays off. 

Dwight W. Koppes, advertising and pro- 
motion manager of Ladies’ Home Journal, 
told Apvertisinc Ace that “it would be 
easy to take more credit than we deserve 
for having perpetuated the series to a life 
span several times that of the normal 
campaign. The fact is that a constantly 


growing ‘public’ within and outside the 
advertising fraternity picked it up and 
helped us popularize it, and whenever we 
began to wonder whether it wasn't begin- 
ning to wear itself thin, we saw it coming 
back at us in newspaper headlines and 
comic strips and columns crediting the 
phrase to the Journal or ‘a great monthly 
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a film starring pretty girls. 

Critics hastily pointed out that the 
“power of a woman” should not be ex- 
pressed in brute force, with the male 
beaten into submission. Later ads were 
changed to make the woman charming 
and feminine. She not only got her way 
but also won her man by pleasant, pain- 


Never Underestimate the Power of a Woman! 


Ssectagey Dy 82 


Never Underestimate the Power of a Woman! 


magazine for women.’ You don’t destroy 
that kind of an advertising property.” 


@ He said the phrase, “Never Under- 
estimate the Power of a Woman,” has be- 
come so widely used that “it sometimes 
causes us some alarm to see it quite other- 
wise interpreted than we do ourselves.” 

For example, popular songs have given 
the phrase some rather free interpretation. 
Yet, on the other hand, most of the inter- 
pretations have had much to do with its 
present high position as a pet American 
expression of “a simple truth,” he ex- 
plained. Consequently, the Ladies’ Home 
Journal has never built any forbidding 
walls around it. 

“But we do find it necessary to plan 
our advertising carefully so that the 
phrase and the Journal are so closely con- 
nected that the mention of either always 
suggests the other,” Mr. Koppes added. 

An example of this careful planning 
was a spread published in The Saturday 
Evening Post last year, reprinting 29 of 
the most popular cartoons up to that date. 
The spread emphasized once more that the 
key phrase belongs to the Journal and re- 
fers to its advertising power. At the same 
time, that one ad acted as a subtle re- 
minder to advertisers and their agencies 
that simplicity and continuity in ad- 
vertising pay big dividends, and that if 
women have any bearing at all on their 
business, so does the Journal. 


e The phrase was created in 1941 to 
dramatize for advertisers the importance 
of the Journal’s audience. After the phrase 
was written, the decision was made to 
treat it lightly with humorous cartoon 
and short, direct copy. The first ad, how- 
ever, did not sweep the country. The 
humor was so blunt and slapstick that the 
first ad proved almost to be the last. The 
cartoon showed a husky matron dragging 
her unwilling mate into a movie starring 
a matinee idol, although he wanted to see 


less wiles. 

Even though suggestions for cartoons 
are often received from readers, the Jour- 
nal discourages them because of possible 
legal complications. However, one idea 
sent in by a Chicago business man was 
used. Inspired by a waterfront scene he 
noted from his office window, his sug- 
gestion came out as a cartoon showing a 
gay little tugboat, the Susy Q., taking 
charge of a huge freighter named the L. J. 
Morrisey. 


@ Not all the cartoons have been humor- 
ous. One of the most successful was a 
serious one published for Thanksgiving, 
1942, reproduced here, showing Hitler 
with arm raised in a Nazi salute, and the 
Statue of Liberty holding her torch aloft. 
The ad carried no copy except the famous 
phrase, the date and the signature. 
Thousands of comments, requests for 
copies and permission to reprint poured 
into the Journal office. 

Thirteen new cartoons have been used 
each year since the series began. Only 20 
rough sketches were needed to provide 
13 usable ideas the first year. Since that 
time, however, with steadily mounting 
standards, 800 different sketches were 
needed. Some of the rejected ideas were 
so good, the Journal published them in a 
booklet under the title “The Ones That 
Got Away.” 

Testimony as to the effectiveness of the 
series has come from many sources. One 
year, when the Journal was using previ- 
ously published cartoons for a weekly 
series in the financial pages of newspa- 
pers, letters were sent to 1,200 top execu- 
tives asking them whether they had seen 
the series and whether they liked it. Re- 
plies came from more than 30%, and com- 
ments were overwhelmingly favorable. 

Individual ads in the series have won 
such honors as the Medal of the New 
York Art Directors Show, and inclusion 
in the recent book by Julian Watkins, 
titled “The 100 Greatest Advertisements.” 
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Three and a half million of your best customers live within the 
pattern of this carpet. They are the inhabitants of WCAUSA--every 
one within reach of your message through the magic of WCAU radio. 


And during the summer, 90% of them never leave WCAU's coverage 
when they go on vacation. They simply move from one WCAU county into 
another. The only difference is they buy more goods and services 
in WCAUSA during the summer. Within the 8-county, greater Philadelphia 
area alone, people spent $986,644,000 during June, July and 
August in 1950--more than during any other season of the year. 
And these are only 8 out of WCAU's total 53 BMB counties. 


ee nee SET ae ne” 1 a 


Small wonder 50 of the biggest national spot and local 
advertisers stayed with WCAU all year round in 1950. They know that 
the customers who make retail sales go up with the thermometer 
in WCAUSA are the same ones who keep WCAU daytime ratings just as 
high in the summer as during all the rest of the year. 


And that's why it’s true--with advertisers as WELL as audiences-- 


“AT HOME OR AWAY, THEY NEVER LEAVE WCAUSA” 


WCAU 


The Philadelphia Bulletin Stations 
CBS affiliate 
Represented by Radio Sales 


*10-100% BMB coverage. Other supporting tacts available on request. 
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Stitt Rejoins ‘Inspiration’ 

Ralph F. Stitt, formerly with W. 
B. Doner & Co., Detroit, has re- 
joined Inspiration, published by 
Filmack Trailer Co., Chicago, as 
editor. He had held the same posi- 
tion with Inspiration before join- 
ing Doner. 


Two Appoint Tannhaeuser 
Caloy Corp., Detroit, and Find- 
lay College, Findlay, O., have 
placed their advertising with Wm. 
G. Tannhaeuser Co., Milwaukee. 


Business Must Absorb Cost Hikes, OPS Rules 


WASHINGTON, May 1—The man- 
ufactured goods order adopted by 
the Office of Price Stabilization 
last week requires business to ab- 
sorb increases in distribution and 
management costs which have oc- 
curred since last June. 

Covering 75,000 companies, in- 
cluding producers of TV sets and 
household appliances, the order 
calls for pre-Korea war prices, ad- 


ee 
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Missing the Cream 
of your Market ? 


The cream of your market 


may not be where 
years ago... or ev 


With important shifts and in- 
creases in population .. . 
fewer than 200 top market areas 
out of about 3000... 


all too easy to miss! 


But—knowing where the 
cream of your market is today, 
vou can, for example: 

Select selling media to give 
sales messages the greatest con- 
centration where the money ts 


spent... 


See how costs of distribution 
may be reduced by checking 
the relation of warehouses and 


WAnasH 2.1204 


kx 


justed only for subsequent in- 
creases in prices of raw materials 
and factory labor. 

In defending the cost absorp- 
tion principle, OPS contended that 
“no system of price control can do 
its job if each increase in costs is 
immediately and automatically 
translated into rising prices. 

“Such a policy would leave us 
within the very same vicious circle 


| of cost and price increases which 


it must be the primary object of 
any stabilization program to 
break.” 


@ Publications, including books, 
magazines, newspapers, periodicals 
and motion pictures, are exempt 
from the order. Radios, TV sets, 
refrigerators, washing machines, 
ranges, sewing machines, furni- 
ture, bedding and housewares are 
included. So are paper and paper 
products. 

Under the order, companies may 
apply to OPS for an adjustment if 
the ceiling, including the cost ab- 


sorption provision, results in un- 
profitable operation. 

Some adjustments will be han- 
dled on an industry-wide basis. 
However, industry appeals will be 
considered only if the industry's 
dollar profits are less than 85% 
of the average for the best three 
years in the period 1946-50. 


Eversharp Boosts Crosby 


H. V. (Hank) Crosby, with the 
Los Angeles office of Eversharp 
Inc. for the past four years, has 
been named regional manager for 
the Eversharp-Schick shaving di- 
vision in nine western states. 


Names Wertheim-Breig 
Brentwood Potteries Inc., Santa 
Monica, Cal., has appointed Wert- 
heim-Breig, New York, as its agen- 
cy. Magazines and direct mail will 
be used. 


Window Group Elects Moran 

Charles C. Moran, executive 
vice-president of Cupples Products 
Corp., St. Louis, has been elected | 
president of the Aluminum Win- 
dow Manufacturers Assn. 


Are you 


it was ten 
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cent 


tories are concentrated in the 
most productive areas. 


An analysis of the 162 top 

markets, based on preliminary 
U.S. Census figures for 1950, is 
contained in the booklet THE 
CREAM OF YOUR MARKET, pre- 
pared by J. Walter Thompson 
Company. It is of particular 
significance to businessmen in 
these critical times when efh- 
marketing technics are 
more important than ever. 
If you would like a copy for 
your own study, we would be 
glad to send you THE CREAM OF 
YOUR MARKET without charge. 


Write: J. Walter Thompson 
Company, Department 205, 


~~ 


Neth 


a 


ample, it: 


In less than 4% of 
America’s 3,073 counties 
are 43 markets where 
almost half the nation’s 
sales are made . . . and 
two-thirds are made in 162 
markets—9% of the 
counties. 


Tue CREAM OF YOUR MARKET presents up-to- 
the-minute answers to questions about each of 
the 162 markets in which two-thirds of all sales 
dollars are spent. County by county, for ex- 


—Names the 162 richest markets in order of rank. 
—Tells just where people with purchasing power are. 
—Shows where population has shifted and grown. 
—Lets you see where retail sales are highest. 
—Shows you the number of retail outlets. 

The booklet also contains a new colored map, 
made up from the 1950 census figures. It gives 
at a glance the U. S. areas where you can sell 


distributorships against loca- 
tion of your true market... 

Gauge effectiveness of a sales 
force by seeing whether terr- 


420 Lexington Avenue, New 
York 17, N. Y. Twenty-three 
other offices in strategic market- 
ing centers around the world. 


most at least expense, shows the share of sales 
by nine major kinds of business 

Specific examples show how others have suc- 
cessfully applied similar hgures to their own 


problems. Send for your free copy. 


AD-ITORIALS—Hess Brothers, 
Pa., started another advertising innovo- 
tion in Allentown with editorials signed 
by president Max Hess Jr., running side- 
by-side with paid store ad space. The 
editorials will be continued in the Hess 
advertising columns. 


Allentown, 


HOB&M Gets Two Accounts, 


|Names Karpowich, Smith 


McKettrick-Williams Inc., New 
York, manufacturer of casual and 
maternity dresses, and C. V. Hath- 
away Co., Waterville, Me., manu- 
facturer of dresses and sport shirts, 
have appointed Hewitt, Ogilvy, 
Benson & Mather, New York, as 
their agency. 

The agency announced that Flor- 
ence A. Karpowich, who recently 
joined the company from Roy S. 
Durstine Inc., has been appointed 
space buyer on print media, and 
that Florence Smith, previously 
with H. B. Humphrey, Alley 
Richards, has joined the agency as 
radio and television time buyer. 


Fremont Rubber Elects 


Fremont Rubber Co., Fremont, 
O., manufacturer of rubber tile 
flooring and rug underlay, has 
elected Arthur O. Dittman, former 
secretary of the corporation, as 
president. He succeeds Robert P. 
Johnson, who will retain his posts 
as chairman of the board and 
treasurer. Wallace C. Gilbertson, 
director of sales, and Harlan L. 
Lea, production manager, have 
been elected vice-president in 
charge of sales and vice-president 
in charge of production, respec- 
tively. Arthur P. Reed, formerly 
assistant secretary and treasurer, 
has been elected secretary. 


Reports Lower Ad Revenue 

The Advertising Checking Bu- 
reau, Chicago, reports that news- 
paper advertising on washing ma- 
chines for the first quarter of 1951 
was 21.4% lower than for the same 
period last year, based on meas- 
urements and tabulations in 81 
cities. The decrease, according to 
the bureau, applied to both auto- 
matic and standard types of ma- 
chines. 


‘Albertan’ Names Donovan 

Gordon A. Donovan has been 
appointed advertising manager of 
the Albertan, Calgary, Alta., suc- 
ceeding W. A. Anderson, who is re- 
tiring because of ill health. Mr. 
Donovan had been assistant ad- 
vertising manager of the Bulletin, 
Edmonton, Alta., until that news- 
paper ceased publication early this 
year. 


Stone Moves to Detroit 


W. H. Stone, farm market spe- 
cialist for Meldrum & Fewsmith, 
Cleveland, has been appointed 
manager of the agency’s Detroit 
office. Mr. Stone is an executive 
on the Dearborn Motors Corp. ac- 
count handled in Detroit. 


Brown Gets Candy Account 

C. Franklin Brown Inc., Chi- 
cago, has been retained to handle 
the advertising of Queen Anne 
Candy Co., Hammond, Ind. 
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Effective Price 


Control Urged 
by Retail Group 


New York, May 2—Effective 
controls on prices, wages, raw 
materials and other elements of 
cost have been urged by National 
Retail Dry Goods Assn. in a policy 
statement. The group insisted that 
price controls alone cannot pos- 
sibly curb inflation. 

“Wage stabilization and the sta- 
bilization of raw material prices 
must go hand in hand, particularly 
since food costs represent so high 
a percentage of the total cost of 
living,” the association declared. 

“It is obviously of first impor- 
tance that inflation controls should 
not interfere with production, but 
that they should so far as possible 
aid and augment the necessary 
production both of defense goods 
and of the goods and services 
needed for an adequate standard 
of living.” 

The NRDGA warned of “unwise 
price control” which could inter- 
fere with production and declared 
that the present program was fos- 
tering some errors of World War 
II years. 


e “We are particularly concerned 
with the interferences of produc- 
tion, such as disappearance of low- 
end merchandise, shift into un- 
accustomed lines of output, and 
cheapening of materials and work- 
mnanship, which are likely to be 
occasioned by application of the 
so-called absorption principle.” 

Consequently, the NRDGA said, 
it urged in the revision of the De- 
fense Production Act the following 
provisions: 

1. In no case should a price ceil- 
ing require a retailer directly to 
absorb in whole or in part an in- 
crease in the cost of goods to him. 

2. In the event a price ceiling 
attempts to restrict normal histori- 
cal distributive margins for an 
item through such devices as the 
“pass through” of a permissive in- 
crease in the cost of goods (with- 
out allowance for distributive 
margin on the increase) the fol- 
lowing conditions should be met: 

The restrictions should apply 
only to items of recognized im- 
portance in the cost of living of 
lower income groups. 

Any “pass through” of this kind 
should include the operating ex- 
penses incurred by retailers which 
are of a comparable nature to 
those costs which have been al- 
lowed to manufacturers. 

And, the price administrator 
must find on the basis of substan- 
tial evidence that any restrictions 
on normal margins are necessary 
for the public welfare and will 
bear equitably and proportionately 
on all parties producing and dis- 
tributing the item. 


Borg-Warner Promotes Three 

G. E. Campbell has been ap- 
pointed assistant works manager of 
the Pesco products division of 
Borg-Warner Corp., Bedford, O. 
He was formerly manufacturing 
consultant in the central offices of 
Borg-Warner in Chicago. Donald 
A. Sutherland has been named in- 
dustrial sales manager of the Pesco 
products division. He was former- 
ly Pesco’s industrial relations man- 
ager. E. J. Foltz, formerly Mr 
Sutherland’s assistant, has been 
promoted to industrial relations 
manager. 


Edna Hoey Joins B&B 

Edna Hoey, formerly media di- 
rector of Carter Products Inc., has 
joined the media department of 
Benton & Bowles, New York. 


WTV] Adds 3 Account Men 

John Shelton, Edward F. 
McHale and J. Steadman Miller 
have joined WTVJ, Miami, Fla., as 
account executives. 


Sparks-Withington Co. 
Adds Refrigerator Line 


The Sparton Radio-Television 
division of Sparks-Withington Co., 
Jackson, Mich., has added a line 
of domestic, electric refrigerators, 
which will be available to dealers 
operating under the Sparton Co- 
operative Merchandising Plan. The 
dealers will be offered 9’ and 10’ 
models. The first deliveries will be 
made May 15. Because of the 
limited production of the new re- 
frigerators for the first 12 months, 
there will be no national advertis- 
ing program, but dealers will be 
given local advertising and sales 
promotional help by the factory. 


Ideal Pictures Promotes 2 

Ideal Pictures Corp., Chicago, 
lémm film distributor, has pro- 
moted George E. Dean from man- 
ager of its Atlanta office to man- 
ager of its Chicago office. Robert 
Young has been named to succeed 
Mr. Dean in Atlanta. Robert D. 
Faber, on leave of absence from 
the company for the past year, has 
been named manager of Ideal's 
New York office. Ideal’s Los An- 
geles office has been moved to 
2950 W. 7th St. Its Oklahoma City 
office has been moved to 136 N. W 
13th St., and the Salt Lake City 
office is now located at 54 Post 
Office PI 


‘Pit & Quarry’ Moves 
Derus Associates Moves Pit & Quarry has moved its New 


Derus Associates, Chicago, “e to 37 - 
which specializes in placing news WI!TNESSES—Edword F. Hensler (right), president of Jos. Hensler Brewing Co., York office to 370 Lexington Ave. 
for advertisers in smaller news- signs up for weekly boxing bouts televised by WATV, Newark. Witnessing the 
papers, has moved its office from deed are (left to right): Gilbert A. Hensler and Richard N. Gulick, vice-presidents, 
185 N. Wabash Ave. to 14 W. Lake ond Max Green, secretary of Lewin, Willioms & Soyer, Hensler agency; Edward 
Lennon, WATV vice-president, and Don Stedfeld, Hensler sales monager. 


BLACK LIGHT 
Names George Burtt A. M. Western-Holly gas ranges, has tising, as advertising manager. He : «CARDS... 
Western Appliance Co., Culver named George Burtt, formerly a succeeds Jack Brembeck, who has ; 


City, Cal., sales division of West- consultant to Western Stove on been recalled to active duty in the MACHA Studvo — 4009 ODE , WAVE CHL 23.1 
ern Stove Co., manufacturer of television and other media adver- Army. 
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like California without the 


Be sure you have inland California 
in the bag. That's the Billion Dollar 
Valley—a market independent of coastal 


ce f L Li Oo | California—with almost as many people 
as Los Angeles . . . higher retail sales than 

San Francisco and Oakland combined.* 

And it's a market you just don't cover 


D L L unless you use the leading /ocal papers. 
They are the three McClatchy papers— 


The Sacramento Bee, The Modesto Bee 


and The Fresno Bee. Each is the hands- 
VA L L E 4 down favorite in its own rich part of the 
Valley. Each one reaches 9 out of 10 


families in its ABC city zone . . . half 


of all families in its ABC trading area. 
© a e ea | fa And together, they carry your sales story 
into far more Valley homes than does 


any other newspaper combination—local 


*Sales Management's 1950 Copyrighted Survey 


THE SACRAMER BEE . THE MODESTO BEE. THE FRESNO BEE 
McClatchy Newspapers 


National Representatives... O'MARA & ORMSBEE, INC. 


New York * Los Angeles'* Detrou * Chicago + Sam Francisco 
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Supreme Court Will  ‘"¢ 
Hear Case Against 


‘Lorain Journal’ 


tion (AA, Jan. 15). 


view a decision that the Lorain | 
Journal violated the 


from businesses which 
bought time on a nearby radio sta- 


In ruling against the newspaper, 
anti-trust|the lower court found that pub- 
laws when it turned down adver-|lishers of the Lorain Journal re- 


radio station. 


The decision, by Federal Judge 
Emerich B. Freed, is contested on 
the grounds that it violated free- 

WASHINGTON, April 30—The Su-| dom of the press by dictating what 
preme Court today agreed to re-/|a publisher shall print. 


fused the ads in order to induce! wished to deal. 
advertisers to stay away from the) 


“Their refusal to deal was based 
|solely on a desire to force these 
|advertisers not to continue or to 


@ Judge Freed declared “The de-|enter into relations with another 
fendants did not exercise their|mode of communication. This is 
right of rejection because the ad-|@ Vice, condemned by the Sher-| 


vertising was offensive in sub-|™man Act, and the evil may be re- 


Another GNYSG 
Advertiser 
GNYSG (Greater New York Sur- 
face Group) . . . the largest trans- 
portation advertising package in 
the Nation's first market. 11,000 
vehicles, 175,000,000 monthly cir- 
culation in Greater New York’s 16 
counties. 
Write for new rate and data folder. 
The Greater New York 


stance, or even because the pros-| Strained without affecting the op- 
pective advertisers were not the | erations of the Journal as an organ 
sort of person with whom they | °f opinion. 


The case will be argued in the 
Supreme Court next fall. 


|Speidel Promotes Beeler 

W. E. Beeler, formerly advertis- 
ing director of the Poughkeepsie 
New Yorker, has been named as- 
sociate publisher of the Journal, 
Chillicothe, O. Both newspapers 
are affiliates of Speidel Newspa- 
pers Inc. Philip B. Maguire suc- 
ceeds Mr. Beeler as advertising 
director of the New Yorker. 


Robert Fischer Joins Lion 


we Re 


Room 2012, 220 East 42nd St. 
New York 17, New York 


Robert Fischer, formerly sales 
manager for Edward J. Freedman 
& Associates, has joined Stephan 
Lion, New York artists’ agent, as 
sales representative. 


Surface Group 


[Nara] 


Don’t ask us... . don’t ask our Reps---Moloney, Regan & Schmitt 


Osk The Advertisers 


THE CALL-BULLETIN | 


DISPLAY 


“In what San Francisco daily did you 
place the largest amount of your 1950 
linage, Mr. Total Display?" 


THE CALL-BULLETIN 
ae 


GENERAL | 
GROCERIES 


“What San Francisco daily did you use 
most in 1950, General Groceries?" 


-_ 
a 


VERDICT: in 1950 The 


THE CALL-BULLETIN 


) 
> 


GENERAL | 
DISPLAY 


"1950 linage totals show that you found 
one San Francisco daily more productive 
than the others. What newspaper was it, 
General Display?" 


THE CALL-BULLETIN 


| AUTOMOTIVE 
DISPLAY 


“And you, Mr. Automotive Display? In 
1950 what San Francisco daily carried 
the greatest amount of your linage?" 


Call-Bulletin again topped all 


other San Francisco dailies in Total Display, General Display, 
Automotive Display, General Groceries . . . and other impor- 


tant classifications of General 


Display Linage. There are four 


good newspapers in San Francisco, but the testimony of the 
advertisers themselves shows that... 


The (‘all Bulletin can do the Hest Job for You 


Advertising Age, May 7, 1951 


Moe Develops New 
Lighting Fixtures; 
Runs First Test Ad 


(Picture on Page 1) 

Fort ATKINSON, Wis., May 4— 
Two facing half-pages in the May 
5 issue of The Saturday Evening 
|Post introduce two completely 
/new types of lighting fixtures de- 
veloped by Moe Light Inc. 

This full-color insertion, placed 
by William Hart Adler Inc., Chi- 
cago, is the only consumer copy 
thus far scheduled. Moe Light's 
future ad plans await analysis of 
results from the Post ad, which 
offers a free booklet. 

One of the products, called the 
| Moedapter, is designed for houses 
| with ceiling light sockets, which 
means most of the homes in the 
nation. These screw-type sockets 
in the past have taken simple light 
bulbs only, except for General 
Electric's beam light that cuts 
down glare. The Moedapter, which 
comes in various styles, is a com- 
plete and attractive lighting fix- 
ture that screws into the ceiling 
socket. 


e The other development is a new 
valance fixture that throws light 
up and down—either on a curtain 
or any wall in the home—and 
thus gives generally good illu- 
mination throughout a room. The 
Moe valance fixtures have several 
styles and lengths and, in addi- 
tion, can be covered by wallpaper 
or curtain material. They are said 
to be easily affixed to walls. The 
valances are somewhat more ex- 
pensive than the Moedapters, 
which are comparatively low- 
priced for residential lighting fix- 
tures. 

Moe Light has been in the res- 
idential lighting field for 20 years 
| but not until about a year ago did 
it advertise to consumers. Through 
the Adler agency, it ran four- 
color pages last year in Better 
Homes & Gardens, House Beauti- 
ful and The Saturday Evening 
Post for its regular lighting fix- 
tures which require rewiring. 

Distribution of the new products 
is now being completed. 


Zippo Schedules 
Lighter Campaign 
Using Three Media 


Braprorp, Pa.. May 2—Televi- 
sion, magazines and business pa- 
pers will be used in the concerted 
spring advertising drive now being 
launched by Zippo Mfg. Co., maker 
of windproof pocket and table 
lighters. 

Black-and-white, half-page ads 
will emphasize the theme, “Why 
zip zip zip—when one zip does 
it?” Copy will appear in Life, Look 
and The Saturday Evening Post 
once each month this spring. 

Twenty-second video spots will 
be aired in 30 markets. Two-third 
pages will be scheduled in six bus- 
iness news magazines as a part of 
a special gift campaign designed 
to reach industry executives. Trade 
publications in the jewelry, drug 
and tobacco fields also will be used 
to promote the lighters and a new 
flint package called Zip-a-flint. 
Geyer, Newell & Ganger, New 
York, is the agency. 


Car Group Appoints Hodges 

Hodges, Pierce & Co., San Fran- 
cisco, has been appointed public 
relations counsel for the newly 
formed Import Car Dealers of 
Northern California, a group of 
about 30 dealers for British motor 
cars 


Yale & Towne Names Amann 


A. Charles Amann, industrial 
sales manager for the Stamford di- 
vision of Yale & Towne Manu- 
facturing Co., has been appointed 
genera] sales manager for the di- 
| vision. 
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(MiSONGS_ _sURNITURE AnD FUREISHINGS 


Sunday,| ==" 2m MARAMALL CO 
; OPEN SUNDAY; 12 TO $ 
= Juvenile Delinquency. 
“YN | Problems Dropped 
ances} in Laps of Parents 
Here are 


. doctors, 

- —| priests, all scy in etiect 
Children brought up in homes 

yy where love and obedience 


xi barressed when they invite 
ding friends to visit their homes for 


and cppli 
make a home cozy and comiort- 
\ 


° 
lf you have youngsters whe 
are entering high school, now 


T is @ good time to take a room- 
room inventory of your own 
rmshing 


been @ Here you can 
sone buy the furniture you need at 
WENCE prices that will not strain even 
as Westing- pencil-slim bud-ets 


on Nman,| 2nd with a big bleck crayon 
beter we mark-down all price tags 
International, | <4 furniture that has been here 


JE!! 30 days or more. 

a So, the more time your child 
say spends at home, the less you 

pay have to worry about juvenjle 


Read this 
house bargains. 
mention! 


OT 


clin 
nd Radio 
a drasti- 


qet acquainted 


No obligation, 
of course. 


3 Rooms Complete At 
One Low Package Price 


e as 
Tr SALE! | Tell “Honest John” Your Credit 
DU HAVE | Needs and repay as to a irien 

ree Delivery! 


SON “Honest” 
ipptiancee| John<Marshall 
6 \ Furniture Company 
mn Biva | 1379 Milwaukee 


on i 
day, 109 to 3} SUNDAY 12TOS 
Thurs (99:30) OPEN MON ong THURS. to 9 Fst 


‘HONEST’—This remarkable contribution 


to social h ("The cheapest invest- 

ment in helping to build character is o 

visit to our store”) appeared in the 
Chicago Tribune April 29. 


Kaiser-Frazer’s ‘47 
Ad Expenditures 
Questioned in Suit 


New York, May 1—The amount 
of money spent by Kaiser-Frazer 
onadvertisingin 1947 figures prom- 
inently in a $4,000,000 damage 
suit brought by the company 
against Otis & Co., Cleveland in- 
vestment banker. The suit, now 
in its 5th week in federal court 
here, charges failure by the in- 
vestment house to go through with 
a stock underwriting contract. 

Lawyers for Otis yesterday sub- 
mitted a 5” pile of newspaper in- 
voices for Kaiser-Frazer to sup- 
port the investment company’s 
contention that K-F spent at 
least $415,000 for advertising in 
1947. Counsel Ben Herzberg as- 
serted that this total had not been 
audited in the company’s books. 
Kaiser-Frazer is accused by Otis 
of making misleading statements 
in its prospectus for a proposed 
stock issue in February, 1948. 

Mark F. Hughes, attorney for 
the automobile company, said K-F 
had paid for its newspaper adver- 
tising through invoices and that 
the auditing had been delayed. 


es Mr. Herzberg had tried to prove 
that Kaiser-Frazer’s actual ad- 
vertising expenses amounted to 
more than $750,000, but some doc- 
uments offered to Judge John W. 
Clancy were not accepted. Otis 
lawyers went into advertising 
costs, financial profit and loss fig- 
ures, car sales and other items. 
At one point, Mr. Herzberg 
asked Charles M. Hollis, vice- 
president and controller of the 
automobile company, whether he 
knew K-F owed $758,779 in “un- 


billed advertising” when he pre- 


|/pared financial figures for the 
1948 prospectus. 


“No” said Mr. Hollis, “I was not_ 
aware.” Mr. Hollis said, however, | 
that $450,000 of the advertising bill | 
was contracted for before Dec. 31, 
1947. He went on to explain that 
it was customary to issue monthly | 
statements about ten days after | 
the end of the month. | 

According to Mr. Hollis, Kaiser- | 


| Frazer showed a profit of $2,865,- | 
|000 for December, 


1947. He said) 
the company lost an estimated 
5,086 cars in production because 
of the closing of the Willow Run 
plant for the last six working days 
in December. 
| 

| 

KROW. Oakland, Names Grant 
Jack Grant, national sales rep-| 
resentative for Station KROW,) 


Oakland and San Francisco, has 


A well known radio and tele- 
vision set manufacturer was re- 
cently embarrassed by newspaper 
reports of his comments at the re- 
cent annual stockholders’ meeting 
of his company. His references to 
larger stocks in the hands of dis- 
tributors and the possibility of the 
need of special financing to carry | 
them was interpreted by reporters | 
as referring to his own company, | 
rather than to a general industry | 
situation, as was intended. One 
staff member of the company’s 
public relations counsel is now 
looking for another connection. 

e * - 

What good are readership studies | 

in industrial advertising? This| 


dresses the Chicago Industrial Ad- 
vertisers Assn. May 14. Some in- 
dustrial agency men have recently 
taken the position that high edi- 
torial readership doesn't necessari- 
ly help the advertiser, and Mr. 
Mead is expected to handle this 
and related questions without 
gloves. 
e - os 

The public relations business has 
long been proud of Carl Byoir, who 
pioneered a good many of the 
techniques which now are standard 


devices. The A&P all-type ads have 


been previously cited as unusually 
effective public relations advertis- 
ing, and the company and Byoir 
have used the format since the 


have been used, A&P business has 
zoomed. When the ads started run- 
ning in the current argument with 
| the anti-trust division, business in 
A&P stores increased as much as 
$9,000,000 a week. 


” e = 

Reflecting the trend of big ad- 
vertisers in the use of sound films, 
the current production schedule 
of Alexander Film Co., Colorado 
Springs, Colo., producer of com- 
mercial and training pictures, in- 
cludes 13 film series for television 
and only three for showing in 
theaters. 


Houck Gets Ship Account 


Houck & Co. of Florida Inc., 
Miami, has acquired the account of 
| Peninsular & Occidental Steam- 
ship Co., Jacksonville. Vacation 
jads are being placed in Holiday, 
Time and Florida dailies. 


been named sales and service man-| Provocative question will be an-/| late "30s, when Byoir argued for) Sigtion WMC Names Roush 
ager of the station. He succeeds) SWered by Fergus Mead, vice-| the initial appropriation of $280,- 


David M. Sacks, who resigned to president of the Buchen Co., lead- | 000 


join Station KGO-TV, San Fran- 


ing agency in the industrial and 


What is not so well known is 


Station WMC, Memphis, has 
named Ott Roush, formerly pro- 
|gram manager of Station WSIX, 


cisco. | capital goods field, when he ad- that in every case where the ads Nashville, as production manager. 


His butler 


A great statesman once invited a dozen eminent 


men to dinner; but he left no word as to who sat where. 


was frankly concerned 


if such seating were left to c 


matter, they won’t mind; and if they do mind, 


© INDUSTRIAL PUBLICATIONS, INC. CHICAGO S 


protocol. Would it not create ill feeling 


e? Whereupon the statesman said, ‘‘If they 


they don’t matter.” +++Every industry 


has one publication that matters very much to its readers. In the light construction 


industry that publication is practical 
are not unduly concerned as té 
the book, the middle or the back. They 


Every seat is a front seat 


with builders who count. 


builder... and that’s why advertisers 


) whether they're in the front of 
know that when they're in PB they're in! 


construction industry 
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Prizes Inc. Makes Clients Happy 
by Giving Away Their Merchandise 


it Handles $2,000,000 
of Products a Year 
for Giveaway Plugs 


By James V. O’GaRA 

New York, May 2—Say you're 
a manufacturer and you want to 
give some of your products away 

on a radio or TV giveaway show, 
that is, in exchange for plugs. 
What you probably need is a mid- 
dleman to do your giving away for 
you. 

Such a middleman is Prizes Inc., 
a company which is helping plug- 
minded manufacturers separate 
themselves from about $2,000,000 
worth of merchandise this year. 

Prizes Inc., which handles gifts 
worth maybe $5 to $125, today dis- 
tributes the products of about 300 
manufacturers among 200 non- 
network programs seen or heard 
via 180 stations. 

For this specialized service the 
manufacturers pay Prizes nothing 
at all. The agency collects from 
the stations, and the commissions 
range anywhere from 5% to 20% 
of the full retail value of the mer- 
chandise. 


@ Here's the way the operation 
works: 

A manufacturer is supplied with 
a list of stations, all in the 500 to 
50,000 watts category. It’s up to 
the manufacturer to select the 
market areas he wants to cover 
and the number of times a week 
he wants to participate in a give- 
away program. He can have one 
station, or all 180. 

Meanwhile, Prizes sends another 
kind of list to the stations. This 
contains descriptions of all mer- 
chandise available for giveaways, 
broken down by retail value. No 
mention is made, however, of trade 
names. All items are described 
only by types: children’s dolls, 
ladies’ compacts, pocket lighters, 


Save with $1.00 art 


$1 buys the prestige of top 
agency art for your ad under 
our repro plan. Select from 4000 
subjects, pay only $1 for those you 
use Rex reserved ies, Natl. Ad Mgrs 


use agreement 


write for tree brochure & 
\ | STIVERS STUDIO 
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flashlights. This system aims at 
eliminating the possibility of by- 
passing Prizes. 


@ In acting for the station, Prizes 
requires (1) payment of the com- 
mission, (2) use of the merchan- 
dise on a show for prizes and (3) 
a certificate of performance. The 
latter, perhaps in affidavit form, 
must include the name of the show 
on which the merchandise was 
given away and a copy of the plug 
read for the product. | 

Since a station’s requirements of 
giveaway merchandise run _ to 
about $500 worth a month, Prizes 
maintains a large warehouse in| 
mid-Manhattan where merchan- | 
dise is stored prior to shipment to 
the stations. Shipments usually 
range from $500 to $2,000 in retail 
value. 

“Contrary to big network quiz 
and jackpot shows, the network 
and independent stations on our 
list give fuller commercials and 
greater consumer identification to 
a product,” says a Prizes’ mailing 
piece. “A 50- to 75-word plug is 
usually read on the air with each 
award. Product mentions are not 
lost in a parade of plugs or in giant 
jackpots.” 


s Attesting to the power of such 
mentions is a testimonial received 
by Prizes from American Safety 
Razor Corp., maker of Gem razors 
and cigaret lighters. 

“We find it a good medium for 
advertising our products,” wrote 
Lou Straus, ASR’s public relations 
director. “If we were to buy the 
same time for spot commercials 
on the same stations we are now 
using we'd have a weekly budget 
of $3,200. This way our only ex- 
pense is the cost of manufacturing 
the razors and lighters. It’s a high- 
ly satisfactory deal all around.” 

Prizes finds it no handicap to 
concentrate on network affiliates 
and independent stations and on 
merchandise worth only a stork 


of that given away on network 
shows. 

s Don Barry, national director of | 
Prizes Inc., insists that the huge) 
jackpots offered by big shows | 
haven't spoiled small-station lis-| 
teners for the far less valuable | 


Profit Picture Looks Good Outdoors 


SHOWMANSHIP. Because it’s big, 
bright and colorful, this GOA 
panel puts the Hallicrafters sales 
message across! Outdoor adver- 
tising is naturally a dramatic me- 
dium. It’s medium for 
attracting the most attention, mak- 
ing the biggest impression .. . and 


a sure 


for the least cost! General Out- 
door Advertising Co., 515 South 
Loomis Street, Chicago 7, Illinois. 


*& Covers 1400 | 
leading cities 
and towns 


LADY OF LOOT—Rose Magdalany, founder and president of Prizes Inc., smilingly 

regards a kitchen utensil which will be given as a prize on a non-network quiz 

show. Her company distributes products of 300 manufacturers among 200 radio and 
TV giveaway programs. 


prizes given on local shows. 

“Your chances of winning some- 
thing on a network show are about 
one in 60,000,000. But the odds 
drop all the way down to 20-to-1 
on local programs,” he says. 

Mr. Barry, formerly advertising 
and sales promo- 
tion manager for 
Schenley Distill- 
ers, says people 
love to win 
practical low- 
cost gifts like 
gloves, lighters, 
housewares, elec- 
trical appliances, 
games, toys and 
baby products. 

Moreover, he 
believes the big 
network giveaways are on the way 
out, while local shows offering 
small prizes are continuing to at- 
tract steady audiences. 

“The local shows seem sure to 
survive,” he says, adding that local 
participation and quiz programs 
“have as much popularity as local 
newspapers.” 


Don Barry 


e Mr. Barry admits, however, that 
there are fewer shows of this kind 
around today. About 20 manufac- 
turers (perhaps 6% of the clients) 
have discontinued their arrange- 
ment with Prizes since this time 
last year. Mr. Barry attributes 
these defections to the “uncertain- 
ty of the times” and the natural 
desire of manufacturers to hold 
back until there is some clarifica- 
tion of government restrictions. 
“Some manufacturers discontin- 
ue for a time in order to catch up 


| with orders from distributors and 


retailers,” he adds, “but a smart 
manufacturer comes back once 
he’s filled those orders.” 

Prizes Inc. was launched five 
years ago by Miss Rose Magdalany, 


| widely known today as the “Lady 


of the Loot.” She got the idea for 
her prize clearing house when she 
worked as assistant to Dr. Walter 
H. Eddy, a nutritionist heard on 
the Yankee Network. One of her 
tasks was to collect gifts intended 


for listeners who sent in prize 
recipes. Thus she became ac- 
quainted with the complexities 


that were a preliminary to getting 
prizes for quiz shows. 


@ So Miss Magdalany quit to set 
up a service which would leave 
program people free to concentrate 
on their shows while giving manu- 
facturers coveted plugs in ex- 
change for prize merchandise. 
After six months of hard work, 
she had 10 stations as clients and 
12 manufacturers supplying prizes. 

Manufacturers that have fun- 
neled their merchandise through 
Prizes Inc. in recent years include 
Botany Mills, Yale & Towne, Gen- 
eral Mills, Leeds Coats, Farber- 


ware, Moore Enameling & Mfg. Co., 
Volupte Inc., New Haven Clock 
Co., Evans Case Co. and Dunhill 
of London. Roseville Pottery, a 
year-in, year-out supplier, is on 
all Prizes’ stations once each week. 
Roseville puts up pottery worth 
$2,400 at retail each month. 
Two of the more unusual items 
given away through Prizes were 
a Fisherman’s De-Liar (a scale 
and measuring tape combination) 
and a cocker spaniel pup. Both 
were worth their weight in plugs. 


Daystrom Begins Campaign 

Daystrom Inc. has begun a cam- 
paign of institutional and finan- 
cial advertising using varied space 
size in 53 of the larger aailies and 
13 business and financial maga- 
zines. Albert Frank-Guenther Law, 
New York, is the agency. 


Vinton Freedley Joins NBC 


Vinton Freedley Jr., formerly 
account executive at Batten, Bar- 
ton, Durstine & Osborn, has joined 
National Broadcasting Co., New 
York, as account executive in the 
sales department, effective May 1. 


Gets 2 Jamaica Accounts 

Charles W. Hoyt Co., New York, 
has been named to handle the ad- 
vertising of the Myrtle Bank and 
Tower Isle Hotels in Jamaica, 
British West Indies. 
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Lillier, Neal & Battle 
Names Wyatt & Schuebel 
Wyatt & Schuebel, New York, a 
company formed a few months ago 
to act as a radio and television de- 
partment for advertising agencies 
(AA, Feb. 12), has been signed as 
the New York office of Liller, Neal 
& Battle Advertising Agency, At- 
lanta. Principals in the company 
are ex-agency executives Jack 
Wyatt and Reggie Schuebel. 
Other agencies for which Wyatt 
& Schuebel is creating and produc- 
ing shows and buying time include 
Doyle Dane Bernbach, New York; 
Honig-Cooper Co., San Francisco, 
and Westheimer & Block, St. Louis. 
The company’s address is 40 E. 
51st St., New York. 


Goldsmith Dissolves Agency 
to Join Royal Electric 

Jules P. Goldsmith, owner of 
Goldsmith Co., Providence, is dis- 
solving his agency in order to ac- 
cept an executive position with 
Royal Electric Co., Pawtucket, R. L., 
manufacturer of wire, electrical 
specialties and wiring devices, a 
client of the agency. Most of the 
Goldsmith agency’s accounts are 
being merged with FitzGerald Inc., 
which will move into the Blue 
Cross Bldg. offices occupied by 
Goldsmith. Mr. Goldsmith expects 
to assume his new position about 
May 14, winding up all affairs of 
the agency as of May 31. 


Gets Laundering Account 

Willsted & Schacter, New York, 
has been appointed to handle ad- 
vertising for the American Insti- 
tute of Laundering, Joliet, Ill. 
Periodical spreads in Daily News 
Record are now being used, and a 
consumer campaign plugging the 
institute’s certified washable seal 
is planned for Life, The Saturday 
Evening Post and one other con- 
sumer magazine, undecided as yet. 
Christiansen Advertising formerly 
handled the account. 


California Admen to Meet 


The Southern California Assn. 
of Advertising Agencies will hoid 
its first annual conference May 18- 
19. The site has not yet been selec- 
ted. Theme of the meeting will be 
an appraisal of television and ra- 
dio in terms of their use to better 
advantage, adaptability to given 
products and comparative costs. 
Production methods also will be 
discussed. 


Louis Bezard Resigns 

Louis Bezard, with Parfums 
Schiaparelli Inc. since 1944, has 
resigned as vice-president of the 
company. He is maintaining a tem- 
porary office at the agency of Rob- 
ert W. Orr & Associates, New York. 
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“Ravertising Age 

is the primary and 
indispensable source of 
information about the 


advertising business’ 


Says LLOYD MAXWELL 
Executive Vice President 
ROCHE, WILLIAMS & CLEARY, INC. 


“Advertising Age is to me the primary and 
indispensable source of information about the 
advertising business. Since publication of the first 
issue of January 11, 1930, I have read it regularly, 
thoroughly and with enjoyment. Your reporting 

of the news is lively, intelligent. It provides the kind 
of knowledge that stimulates resourcefulness. 

No alert advertising executive can fail to 


find it of constant practical value.” 


Lay te 


LLOYD MAXWELL 


A prominent member of a prominent advertising family, Lloyd 
Maxwell first staked his claim to prominence in the advertising 
field back in 1912 when he was appointed western manager for 
the Hearst American Weekly and American Sunday Monthly 
magazines. Four years later he became vice president in charge 
of new business for Erwin, Wasey & Co., serving in this executive 
capacity until 1924 when he bought control and became president 
of Williams & Cunnyngham. ‘This agency later merged with 
Roche Advertising Co. under the name of Roche, Williams & 
Cunnyngham, which, in turn, became Roche, Williams & Cleary, 
Inc. In his 34 years of agency activity, Mr. Maxwell has handled 
and is still handling some of the country's largest accounts. As 
mentioned, he comes from a prominent advertising family: His 
brother, Lee W. Maxwell (deceased), served for 22 years as presi- 
dent of Crowell-Collier Publishing Co.; brother Ray G. Maxwell 
is with Curtis Publishing Co., New York, while a third brother, 
Clair Maxwell, was publisher of the old “Life” Magazine and 
for ten years an executive of Time, Inc. Active in both advertising 
and athletic circles, Lloyd Maxwell is past president of the 
Chicago Federated Advertising Club, three golf clubs, and has 
served twice as president of the Western Advertising Golfers 
Association. He is a member of the Chicago Athletic Association 
(a director for many years) and the Tavern Club. Golf, hunting 
and friends are his hobbies. . 
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Interest Spreads in AA Proposal 
on Deferable Advertising Funds’ 


differ.” 


Cuicaco, May 3—Interest in the 
romnal\ that advertising funds be 
ace eferanle xyrocneted tni 


eek a& additional comments came 


fr +! egment Wf the ad- 
er g field. and as reports cir- 
ated that the proposal was being 
give OTN yttention by act 
groups as the Joint Congressiona 
Coramittee on the Economic Re- 
port m tne one hand. and the 
Aesn of National Advertisers on 
© (Aner 
The proposal, advanced in an 
jtorial in the Apr 16 issue of 
ERTISING AGE. Ca for legisia- 
ye action which would permit 
ne etting aside ander proper 


fequards, of advertising funds 
ight be deferred for a 
and still be 


rited time credited 


18 & tax deduction during the year 
which they are set aside, rather 
han the year in which they are 
actual pert 
such a system, ADVERTISING AGE 


to over- 
wings 
since the pres- 
to spend more for 
sdvertising when business is good 


neheve mignt do 


ome the problem of violent 


much 
‘in business activity 
ent tendenc is 
for 


and le advertising when busi 


ne j bad 
VER TISING AGEs has thrown the 
on the table for discussion 


field 


@ Ai 
probierr 
Bhy the anxious to 
reaction showing ati 
opinion Letter and 
from readers are wei- 


and 1 
develop 


hace of 


one 


gcornme nt 
soorne 
} early were 
ported in these colurmns last week 
sdditional comments in- 
the following 
; Blaine Wiley, erecutive 
ary, National Industrial Advertis 
rs Assn I agree heartily with 
our proposal. For years, speakers 
mr advertising subjects have de 
Bried the tendency of so man 
ompanies to ‘turn advertising or 
Bid off like a faucet 
such a plan as Apvertisinc AGF 
Buxeest 
Date that unsound practice 
: Fuzzy thinking, of course, is 
Fesponsible for the suggestion of 
B tax on advertising. So far, ap- 
arentiy, that thinking has chiefly 
= confined to advertising of 
consumer good 
While this is outside the im- 
mediate area with which NIAA is 
concerned, | shudder to think of 
the effect on defense output, now 
of all times, if industrial adver- 


Ome reactions re- 
tl ypical 
miude 


secre 


would do much to elimi- 


tising's ability to disseminate vital | 


production information should be 
stymied by such taxation.” 


@ George J 
manager, Block Drug Co 

“The key is in your phrase: ‘Ad- 
vertising expenditures would be 
tailored to the actual needs of the 
moment, rather than to expediency 
and the demands of the tax laws.’ 


But what are the needs of the 
moment’ 
Is it the need to build a busi- 


ness by plowing back dollars in 
advertising when such dollars are 
best available or is it the setting 
up of a contingent, deferred ad- 
vertising fund for tighter days? 

In a highly competitive market 

such as dentifrices — there is un- 
derstandable reluctance to hold 
back acvertising dollars while 
competition is endeavoring to de- 
vour your share of market 

1. therefore, believe there is no 
single answer to this problem. The 
needs of the moment, viewed real- 
istically, may require heavy and 
continued current spending for ad- 
vertising. But in another business, 
indicate the de- 
rainy 


those needs may 
sirability of ‘saving for a 
day 7 

‘Doesn't it, in the long run, boil 
down to the fact that all businesses 
are not alike” If so, it also follows 
that all advertising spending pro- 


Abrams, advertising | 


@ Henry C. Silldorff 
G. M. Basford Co I quite agree 
with you that it would be highly 
desirable to have advertising funds 
deferable, if that is the best way 
they be made available when 
they most urgently 

I can, however, foresee possible 
Furthermore, it might be 
just as logical to request that sales 
funds be which is not 
intended in any way 48 a criticism 
of your premise. The problems are 
certainly not insurmountable and 
should be given serious attention 
on the part of both business and 
government 


president 


can 


are needed 
40USES 


deferable 


E. R. Champion, merchandising | 


manager, Lennor Furnace Co 
This is the most sensible approach 


to this problem that I have seen 


and I would like to see you pro-/| 
mote it further. I think that it is| 


something which the ANA and Ad- 


| vertising Federation should defi- 
nitely get behind and strongly 
push 


@ “As you have pointed out, there 
are undoubtedly some technical- 
that would have to be ironed 
but I agree with you that this 


ities 
out 
worth 


and is certainly 


should not prove to be too difficult | 
the effort} 


| PAST PREXIES—-Members of the Canadien Daily Newspaper Assn 
honored their group's post presidents at the annucl meeting in 


Past presid 


Mercier, general 
Quebec: ®. 8. Herc, 
ore shown here 


Toronto in April in o 


Front row, left to richt: Philip S. Fisher, president, Southam Co 
F. J. Burd, former publisher, Vancouver Daily Province; F. |. Ker 
publisher, Hamilton Spectator; Roy H. Thomson, president, Thom- 
son Dailies; T. F. Orummie. president and publisher, St. John Tele- 
graph-Journal & TimesGlobe, O. |. Spencer, former publisher 
Calgary Herald ond Vancouver Daily Province. Bock row: A. F 


president, Holifex 


erol manoger ond 


publisher, Brandon 


manoger 


Butler, od manager, 
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le Soleil 
ed manager Toronto Telegram; A. W. Robb 
Chronicie-Hercid ond Mail-Stor; W. J. J 


& lL Evenement-Journal, 


Toronto Globe & Mail; H. G. Kimber, gen 
essistcnt publisher, Toronto Globe & Mail 


Emile Jean, managing director, Three Rivers Le Nouvelliste; Ralph 
mM. Cantion, publisher, Saskatoon Star Phoenix 
Garner, general manager, Peterboro Examiner. E. C. Whiteheod 


end Harold 1 


Daily Sun, is now president AA, April 30 


It would be a bear-cat to admin- 
ister, and the tax laws are already 
too complex.” 
Keith J. Evans, advertising and 
sales promotion manager, Joseph 
T. Ryerson & Son I was delighted 
with your editoria! on making ad- 
vertising funds deferable. I will 
be very much interested in hearing 


in view of the tremendous benefit! if any progress is made along this 


which would result to business 
generally if such a program as this 
were put into effect.” 

J. Frederic Dewhurst, economist, 
The Twentieth Century Fund: “I 
have read the editorial with great 


interest as it seems like an idea 
that deserves further considera- 
tion.” 


Everett R. Smith, director of re- 
search, Macfadden Publications, 


and president, American Market-| 


ing Assn 
torial and 


‘I have read your edi- 
think it is splendid. I 


hope it stirs up a lot of discussion. | 


It is something that the ANA ought 
to get back of.” 


e G.R_. Schreiner, director of ad- 
vertising, United States Steel Co 
I have long been an enthusiast 
for this plan myself and am glad 
to see ADVERTISING AGF supporting 
the idea.” 

Wroe Alderson, Alderson & Ses- 
sions: “The suggestion of making 
advertising funds deferable is a 
very statesmanlike approach to a 
perennial problem. I hope the plan 
will get some action.” 

J. E. McCarthy, dean, college of 
commerce, University of Notre 
| Dame: “I was ever so favorably 
|impressed with your ADVERTISING 
Act editorial. The carry-forward 
thesis with respect to taxes and ad- 
vertising expenditures would cer- 
tainly promote a more evenly 
rotating economy and it would be 
difficult to interpret your splendid 
suggestion in any way but the ap- 
plication of the yardstick of reason 

“Congratulations on pointing up 
a workable solution to the peak 
and valley problem that has long 
perplexed the advertising fraterni- 
ty.” 


so H.H. Simmons, manager, adver- 
tising and sales promotion, Crane 
Co. “One of the men in our con- 
trol division who is most familiar 
with the questions involved agrees 
with vou in the comments regard- 
ing the tax on advertising but 
points out that the same arguments 
can be applied to many items now 
taxed. He restates the basic princi- 
ple that taxes should be for reve- 
nue, not for control over our eco- 
nomic life 

“Referring to the second sugges- 
tion the reserve for advertising— 
he feels that while this is theoreti- 
cally sound, and for some types of 
business may be both sound and 
practical, he doubts it is practical 
for most businesses. In his words, 


line.” 


eo W. B. Henri, president, Henri, 
Hurst & McDonald: “The idea of 
allowing businesses to set up con- 
tingency funds for advertising sub- 
ject to tax deduction is all right in 
theory but, in my opinion, won't 
work. Lots of business men like 
the idea of setting aside reserves 
in good times for advertising when 
times are bad. In our experience a 
number have actually done this in 
the past. But when business got 
bad, instead of spending the money 
for much needed advertising, 
they conserved the entire amount 
set aside plus a good part of their 
normal advertising fund because 


| they needed the money to show a 


profit or break even 

“Of course, under your plan 
the money might be taxed if they 
didn't spend it, but even then I 
think they would conserve it. At 
least that’s been our experience.” 

C. W. Muench, president, C 
Wendel Muench & Co.: “I don't 
see how a ruling to defer adver- 
tising funds wouldn't beget a con- 
siderable amount of further dif- 
ficulty. It seems that if industry 
were permitted to defer such 
funds, it would likewise have to 
be permitted to defer selling funds, 
and/or promoting funds, or any 
other type of funds intended to 
create business 

“I don't quite follow the eco- 
nomic thinking of any advertising 
man who believes advertising a 
preferred way to secure sales to 
the extent that that item alone 
should be deferred.” 


Lake Erie Elects Two V.P.s 

Leo W. Coleman, sales manager 
of Lake Erie Engineering Corp., 
Buffalo, has been elected vice- 
president in charge of sales. Hardin 
D. Thweatt, engineering sales 
manager, has been elected vice- 
president in charge of sales en- 
gineering. 


WLOK Names Runnerstrom 

R. O. Runnerstrom, formerly 
commercial manager of Station 
WCOL, Columbus, O., has been 
named general manager of Sta- 
tion WLOK, Lima, O. Both sta- 


tions are owned and operated by | 


Pixleys Inc., Columbus. 


Hoffman Ad Oftice Moves 

Hoffman Radio Corp., Los Ange- 
les, has moved its advertising of- 
fice to 6200 S. Avalon Blvd. 


Steel for Consumer 
Durables Due for 
Another 10°% Cut 


May 3—National 
Production Authority told auto- 
mobile and appliance industry 
members this week that steel sup- 
plies for consumer durables will 
probably be cut an additional 10% 
July 1, bringing steel allowances to 
70% of first half of 1950 

At the same time, Economic 
Stabilization Chief Eric Johnston 
warned members of the U. S. 
Chamber of Commerce that de- 
fense production will begin to roll 
during the last part of the year 
and that consumer goods involv- 
ing metal “will be scarce.” 

The NPA indicated that the con- 
sumer goods steel order (M-47) 
will be retained in its present 
form, despite suggestions that it be 
modified to permit manufacturers 
to shift steel allotments from one 
product to another. 


WASHINGTON 


@ Officials said they prefer the 
present order, which requires that 
each manufacturer retain his 1950 
“product mix,” r two main rea- 
sons: 

1. NPA seeks to maintain eco- 
nomic balance between multiple 
and single product manufacturers, 
and fears multiple-unit producers 
would obtain a competitive ad- 
vantage if steel could be shifted 
from product to product. 

2. NPA feels the public is best 
served by relating the percentage 
use of steel to purchasing patterns 
established during the last period 
of freely competitive economy. 


NPA SAYS IT MAY 
LIMIT PAPER GRADES 

WASHINGTON, May 3—National 
Production Authority told a ground 
wood paper industry committee to- 
day that it is considering an order 
which would limit weights and 
grades of paper. 

Based on conservation measures 
used during World War II, the or- 
der would be designed to conserve 
pulp without reducing the quality 
of paper available for non-defense 
users. 

The proposed order would limit 
pulp supplies for paper to approxi- 
mately 90% of the amount used in 
the past. It would not necessarily 
reduce the amount of paper. 

NPA and the Office of Price 
Stabilization held meetings during 
the week on a price adjustment de- 
signed to attract Scandinavian 
pulp to this country. 

The NPA said it was considering 
other measures to conserve pulp 
supplies, including a ceiling on 
pulp exports, and inventory re- 


Strictions 


@ Earlier in the week, the com- 
mercial printing and lithographing 
industry reported that it has ample 
facilities for government and pri- 
vate printing 


Industry members were told that 
the Department of Defense an- 


ticipates $117,704.602 in military 
printing requirements in the next 
18 months. About 10% would be 
done by commercial printers 

Of this, $36,000,000 would be 
during the first half of 1951, 
$40,000,000 will be in the second 
half of 1951, and another $40.000- 
000 in the first half of 1952 

Printers claimed there was no 
need for an inventory order on 
printing papers. They said the 
problem “is settling itself” and 
“seems to be improving.” 


Six Publications Join CCA 

Six additional publications have 
been admitted to membership by 
Controlled Circulation Audit Inc., 
and 16 applications for member- 
ship are pending. The present 
membership is 295. The new mem- 
bers are Construction Equipment, 
New York; Finish, Chicago; In- 
dustrial Woodworking, New York; 
Seaboard Beverage Journal, Wash- 
ington, D. C.; What's New in Tele- 
vision, Chicago; and Wood Con- 
struction & Building Materialist, 
Xenia, O 


Newspaper Week Planned 

“Your Newspaper Lights the 
Way of Freedom” will be the slo- 
gan of 1951 observance of the an- 
nual National Newspaper Week, 
Oct. 1-8. A kit, including mats, 
will be sent to newspapers to en- 
courage their cooperation in this 
public relations program for the 
industry. 


Fire Hits ‘Argus-Leader’ 


A fire April 29 causing $150,000 
damage to the print shop and press 
room of the Argus-Leader, Sioux 
Falls, S. D., forced emergency edi- 
torial offices to be set up in a 
nearby building. 


Gives Omaha TV Set Sales 


The Nebraska-Iowa Electrical 
Council reports 552 sales of tele- 
vision sets in the Omaha area for 
the week ending April 27. The 
Be in this market stand at 
44#Uou. 


Mayer Joins Station WCCC 

Dwight J. Mayer, formerly man- 
ager of Station KSLU, Canton, N. 
Y., has joined Station WCCC, 
Hartford, Conn., as continuity di- 
rector. 


L. B. McKnight Elected 

L. B. McKnight, vice-president 
and director of Chain Belt Co., 
Milwaukee, has been elected ex- 
ecutive vice-president of the com- 
| pany. 
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May 
Industrial Editors, 
vention, Congress Hotel, Chicago. 


10-12. International Council of 


10th anniversary con- 


May 16-19. Associated Business Pub- 
lications, annual conference, The Home- 
stead, Hot Springs, Va 

May 17-18. Public Utilities Advertising 


Assn., annual convention, Hotel New 
Yorker, New York 
May 21-22. Inland Daily Press Assn., 


spring meeting. Congress Hotel, Chicago 

May 21-24. National Assn. of Trans- 
portation Advertising, annual meeting, 
The Broadmoor, Colorado Springs, Colo 

May 28-29. National Assn. of Magazine 
Pubushers, annual meeting, Pocono Man- 
or Inn, Pocono Manor, Pa. 

May 28-31. Periodical Press Assn., an- 
nual meeting, Royal York Hotel, Toronto 


May 31-June 2. National Sales Execu- 
tives convention, Waldorf-Astoria, New 
York 

June 1-3. National Business Publica- 


tions, spring meeting, The Homestead, Hot 
Springs, Va 


June 4-5. New England Newspaper 
Advertising Executives Assn., Hartford, 
Conn 


June 7-9. Controlled Circulation News- 
papers of America inc., annual conven- 
tion, Sheraton Hotel, St. Louis 

June 7-9. California Newspaper Adver- 
tising Managers Assn., Claremont Hotel, 
Berkeley. 

June 10-13. Advertising Federation of 
America, annual convention and exhibit, 
Hotel Chase, St. Louis 

June 11-13 Mechanical conference, 
American Newspaper Publishers Assn 
Edgewater Beach Hotel, Chicago 

June 17-21. Advertising Assn. of the 
West, 48th annual convention, Cosmopoli- 
tan Hotel, Denver 

June 18-22. National Advertising Agen- 
cy Network, 20th annual national con- 
ference, Moraine Hotel, Highland Park 


June 20-22. American Marketing Assn 
conference, Hotel Statler, Detroit. 

June 24-27. National Industrial Ad 
vertisers Assn., annual conference, Wal 
dori-Astoria, New York 

June 24-28. Assn. of Newspaper Classi- 
fied Advertising Managers, 3ist annual 
convention, Mount Royal Hotel, Montreal 

June 25-27. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Cosmo- 
politan Hotel, Denver 

July 7-13 International Advertising 
Conference, London, England. Registra- 
tion through Elon G. Borton, Advertising 
Federation of America, 330 W. 42nd St., 
New York 18 

Sept. 5-8. National Assn. of Photo- 
Lithographers, annual convention and ex- 
hibit, Statler Hotel, Buffalo. 

Sept. 17-18. Pennsylvania Newspaper 
Publishers’ Assn., annual classified clinic, 
Rocsevelt Hotel, Pittsburgh. 

Sept. 17-21. Premium Advertising Assn 
of America, New York, Premium Cen- 
tennial Exposition, Hotel Astor, New 
York 

Sept. 23-28. Advertising Specialty Na- 
tional Assn., annual convention and Spe- 
cialty Fair, Palmer House, Chicago 

Sept. 24-26. Assn. of National Adver- 
tisers, fall meeting, Waldorf-Astoria, New 
York 

Sept. 28-29 
Agency Network, 
Philadelphia 

Oct. 5-6. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg 

Oct 13-16. Mail Advertising Service 
Assn., 30th annual convention, Hotel 
Schroeder, Milwaukee 

Oct. 15-16. Boston Conference on Dis- 
tribution, 23rd annual forum, Hotel Stat 
ler, Boston 

Oct. 15-16 
67th annual 
Chicago 

Oct 
Assn., 


Continental 
19th 


Advertising 
annual meeting. 


Inland Daily Press 
meeting, Congress 


Assn... 
Hotel 


15-16 Agricultural 
annual meeting, Chicago 

Oct 17-19. Direct Mail Advertising 
Assn., 34th annual conference, Schroeder 
Hotel, Milwaukee 

Oct. 23-26. Advertising Typographers of 
America, 25th annual convention, Hotel 
Nacional, Havana, Cuba 

Oct. 24-27. Printing Industry of Amer- 
ica, annual convention, Hotel Statler, 
Boston 

Oct. 25-26. Audit Bureau of Circulations, 
annual meeting, Congress Hotel, Chicago 

Nov. 12-15. Financial Public Relations 
Assn., annual convention, Hollywood 
Beach Hotel, Hollywood, Fla 

December ‘date not yet set). American 
Marketing Assn., winter conference, Ho- 
tel Kenmore, Boston. 


Publishers 


Financial PR Group Elects 

Richard Stebbins, advertising 
manager of Northwestern National 
Bank, has been elected president 
of the Twin Cities Financial Pub- 
lic Relations Assn. Ralph Spearing, 
assistant cashier of Midland Na- 
tional Bank, has been named sec- 
retary-treasurer. 


Ross Coles Moves Offices 
Ross Coles & Co., Chicago prize 
incentive agency, has moved its 
home offices, warehouse and 
shipping facilities to 33 W. Lake 
St. The company formerly was 
located at 173 W. Madison St. 


— 


Westinghouse Boosts Owens 

Maurice A. Owens has been 
named by Westinghouse Electric 
Corp. as sales promotion manager 
of the consumer products branch 
offices in Philadelphia and Wil- 
mington. He was formerly with 
the sales promotion and advertis- 
ing department in the Westing- 
house electric appliance division 
in Mansfield. 


Cyma Watch to Berk Agency 
Cyma Watch Co. has named the 


Irving Berk Co.. New York, to 
handle advertising for Cyma 
watches and clocks. Magazines, 


newspapers, radio, television and 
trade publications will be used. 
Alley & Richards formerly carried 
the account. 


Transfers Halvordson 

H. W. Halvordson, formerly 
sales representative in the St. 
Louis district office of A. & M. 
Karagheusian Inc., maker of Gul- 
istan carpets, has been transferred 
to the Atlanta office. 


‘Air Force’ Boosts Rates 

Air Force, New York, has an- 
nounced a rate rise, effective with 
the July issue. One-time b&w page 
rate will go from $450 to $500. 
Four-color rates for the second and 
third covers will be $1,000 each, an 
advance from $850, and the fourth 
cover will go up from $1,000 to 
$1,200. The magazine's circulation 
is said to be 60,000. Urben Farley, 
Chicago, has been named midwest 
representative of the publication. 


Craig Names Delson A. M. 
Etta Delson, formerly a free 
lance industrial writer, has been 


appointed advertising manager of 
Craig Movie Supply Co., Los Ange- 
les, distributor of photographic 
equipment in the West. 


Newspaper Group Elects 
Russell H. Costello, general man- 
ager of the Sun and Journal, 
Lewiston, Me., has been named 
president of the Maine Daily 
Newspaper Publishers Assn. 


Two D-F-S Men Go to Esty 


Wilson A. Shelton, a former 
vice-president and copy chief of 
Dancer-Fitzgerald-Sample, has 
joined William Esty Co. New 
York, as a vice-president in the 
copy department. H. Ross Potter, 
also formerly with D-F-S, has 
been named an account executive 
of Esty. 


Appoints Wehner Agency 

Atlantic Casting & Engineering 
Corp., Clifton, N. J.. manufacturer 
of precision, non-ferrous castings, 
has placed its advertising with 
Wehner Advertising Service, New- 
ark, N. J. 


69 
‘Modern Man’ to Bow Soon 


Publishers’ Development Corp., 
Chicago, has set May 25 as the 
newsstand publication date of its 
new picture magazine, Modern 
Man, which will be devoted exclu- 
sively to men's avocational inter- 


ests. No ad rates have been set 
for the magazine. Page size is 
8! 2x | i 


WGMS Names National 

WGMS, Washington, has ap- 
pointed National Time Sales as its 
national representative. National 
Time Sales is a subsidiary of Pan 
American Broadcasting Co., New 
York 


ONE TO FULL COLOR WITH Photo Gelatin 


BROADSIDES e CAR CARDS ¢ WINDOW DISPLAYS e POSTERS 


IRVING WOOLF & CO. 


CHICcaG 5 $s 
LOS ANGELES 6 


DEARBORN ST 
68 LEXINGTON Ave 


A CITY LARGER THAN ST. LOUIS, SAN FRANCISCO, 
AND SEATTLE COMBINED WILL MOVE TO COLORADO 


This summer, Colorado's population will be increased by more than 3,100,000 


out-of-state vacationists. That's more people than live in St. Louis, San Francisco, and 
Seattle, all combined. 


And while these 3,100,000 extra people are enjoying “the nation’s roof garden,” 
they'll be in a gay spending mood. They'll spend more than $221,000,000 in Colorado 
. . . that’s $221,000,000 in extra summer sales over and above the regular market. 


Your share of this extra summer business is worth getting. And the surest, easiest 
way to get this extra business is to increase your summer advertising in the most widely 


read selling medium in the Rocky Mountain Empire . . . THE DENVER POST. 


CIRCULATION 


Sunday 


Empire Magazine and Comics 


231,888 
362,784 
395,087 


A.B.C. Publisher's Statement 
September 


30, 1950 


PALMER MOTT. EDITOR ANOS PUBLISHER. 


Represented Notionally by Moloney 


Regen & Schmitt, Inc 
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This department is a reader’s forum. Letters are welcome. 


Hat Comment Leads to 
Scolding for Creative Man 

To the Editor: I feel that I must 
take issue with The Creative Man. 
Is that al! right? I must talk to him, 
indeed, scold him a bit, for his 
April 9 effort. I think he came out 
of his corner with no resin on his 
feet, or perhaps his gloves only 
loosely laced 

First, let me say that we do not 
handle a hat account. We are not 
after one. 

I say that the Adam ad is so 
much better than the other two he 
gives loud huzzahs to, that it is not 
worth discussing. I'll pass by the 
paragraph to the effect that if you 
look through an engraver’s glass, 
the Adam does not have as much 


nap. I submit (yes, I took him 
seriously—that is the penalty that 
he pays as a critic, you know) 


that people do not go around look- 
ing at hats through engraver’s 
glasses. Nor do people look at ads 
through engraver'’s glasses, no peo- 
ple, that is, but engravers, produc- 
tion managers, account executives 
(perhaps) and ad managers. So 
let’s just toss all that stuff out and 
let it go. I suppose it is a critic’s 
license to say cute things like that. 

But let’s attack along his main 
flank: let me say that I sold hats 
in a men’s store for three years 


while attending college. I worked | 


in a department store, later in a 
very fine (expensive type) store, 
and feel that I have sold hats to 
every possible kind of hat wearer 
from ditch digger to yacht owner. 
Now then, Mr. Corner, I want to 
state positively that 99% of the 
men who came to me to buy hats 


_ said, in words almost identical to 


' | anything like this: 


these—‘“I want to buy a hat.” Then, 
they would get the hat in their 
hands, punch it a little bit to im- 
prove the punch-work I'd done, 
put it on and look for the mirror. 
Then, “How much?” 

Point. They wanted to know 
first, almost to a man, how it 
looked, then how much it cost. They 
did not, repeat not, try on a pack- 
age of cigarets first, nor did the 
great majority of them seem to be 
looking for a hat to indicate to 
passers-by their business success or 
their gentility. Most of them just 
seemed to be wanting to buy a hat. 
Mostly because the old one had a 
hole in the peak. The few men, the 
| very, very few, who follow along 
| the line of being more interested 
| in the label than the price tag, only 
| account for a small amount of the 
hat business, old Corner, old Cor- 
ner. It should be elementary that 
you do not run ads in national 
magazines to appeal to 2% of the 
people. 
| No-sir-ee, Bobtail, when you go 
| to buy a hat (not you, old Corner, 
| but most of the other 60 odd mil- 

lion males around and about) you 
| are trying to buy something that 
| looks pretty good on your noggin 
| and doesn’t cost too much. And if 
you read an ad that says you can 
get a pretty damned good lid tnat 
looks like a well known expensive 
| make for a lot less money, then, 
| b’gad, I hold that that ad is gonna 
| have a powerful influence on you. 

Now then, come out of your re- 
| clining chair and take a walk down 
|the avenue. Look at all the men 
| who are wearing hats, and then go | 

back to your L. C. Smith and see if | 
you could possibly ever write again 
“_..most men | 
| who wear hats are men engaged in 
| occupations where wearing a hat 
is still regarded as an indication of | 
gentility or business success.” 
| And now, if you still are on your | 
feet and want to go another round, | 
wouly you care to take a loox at 


s . .» & ee - | 
Something to MIssinge the Adam Hat sales figures and 


when you write a letter. 


Your callers form an impression of your 
organization from your building, reception room, offices or sales 


room. Readers of your business letters must form their 
impression from vour business stationery alone. This is why the 


design of your letterhead, the information it contains, and the 
quality of paper and printing are so important. 


Many useful ideas for creating letterheads that will adequately 
represent your business are contained in a portfolio, The 
Psychology of Business Impression, Thousands of business 


executives throughout America have found value in this original 
contribution to the letterhead problem. A Test Kat of 24 
basic letterhead treatments, including 


type specifications and production pro- 


eesses. is included. You are invited to 


report your letterhead preferences and 
to participate in the informative results 


of a nationwide survey. 


The portfolio is free to business execu- 


tives. Ask vour 


paper merchant to secure a copy for you. 
Or, write on your business stationery to 
Neenah Paper Company, Neenah, Wis 


printer, engraver, or 


SSSSSSSSSSSSSSSSOSSCSSSOSOOOOSD 


GUIDE TO BETTER INDEXING 


To help you select the correct 
grade and color of index bristol for 
your office nreds, we have prepared a 
compact and useful Guide To Better 
Indexing. Send for a free copy. 


NEENAH PAPER COMPANY 


NEENAH, WISCONSIN 


compare them with Cavanagh? 

Rosert B. PILe, 

Olmsted & Foley, Minneapolis. 
~ e * 


Contributors to Ad Council 
Do Their ‘Charity’ Share 

To the Editor: We of The Ad- 
vertising Council have read with | 
much interest your editorial of 
March 19 on the increasing number | 
of charitable organizations, par- | 
ticularly in the health field, by | 
which advertising is being solic- 
ited for free time, space and tal- | 
ent. With the total of requests by 
charities and causes growing from 
year to year, sponsors, agencies 
and media, as well as communities 
and individual givers, are faced 
with an extremely serious prob- 
lem. 

As you know, 
Council is the mechanism set up 
by the advertising industry itself 
for grappling with this problem 
of public service advertising and 
the contribution of business to it. 
While the council takes no posi- 
tion on the controversy between 
federated fund-raising versus in- 
dependent drives, it does make it 
possible for advertisers, media and 
agencies to choose among the cam- 
paigns applying to them those 
which are most urgently in the 
public interest. 

The major campaigns of the 
council during the past few years 
include drives in behalf of better 
schools for the nation, safety on 
the highway and in the home, pre- 
vention of forest fires, reduction 
of group prejudice, better under- 
standing of the American economic 
system and our American heritage, 
building the morale of our Armed 
Forces, sale of U. S. savings and 
defense bonds, sale of CARE pack- 


' 
The Advertising 


ages, Religion in American Life, 
Red Cross and Community Chests. 
With the country turning toward 
national defense we have added 
such campaigns as Price Stabili- 
zation, Civil Defense, Nurse Re- 
cruitment and Government Re- 
organization—others dealing with 
defense are, of course, to be ex- 


pected. 
Any company that regularly 
contributes radio or television 


time, or newspaper, magazine, car 
card or outdoor space to, or any 
advertising agency that helps to 
produce materials for these na-| 
tionally vital causes would be en- 
tirely justified in taking this fact 
into account when deciding wheth- 


| er or not to give assistance to some 


charitable organization applying 
for help. Some firms, feeling that 
they have given enough through 
the council, turn down all other 
applicants with the statement that 
they support only council cam- 
paigns. 

Others, who wish to give more, 
guide themselves by the council’s 
bi-monthly Radio Bulletin which 
provides information on drives 
that meet council requirements. 
This recommended list of drives 
is a result of a careful filtering of 
hundreds of applications annually 
and the acceptance of only those 
organizations which meet the high- 
est standards in public usefulness 
and fund-raising procedures and 
accounting. 

Thus by cooperating with the 
council, advertisers, media and 
agencies can wisely restrict their 
donations of advertising and tal- 
ent to ‘hose causes in which they 
will do the most good. While we 
by no means claim to have solved 
the problem you have discussed, 
we feel that through The Adver- 
tising Council the advertising in- 
dustry has definitely made a valid 
beginning in the slow process of 
bringing order out of chaos in the 
field of advertising’s contributions 
to the public welfare. 

HAROLD ROSENBERG, 

Program Consultant, The Ad- 

vertising Council Inc., New 

York. 

e » - 
Advice to Agencies: Revise 
Suppliers’ Mailing Lists 

To the Editor: An advertising 
agency production practice which 
is causing a tremendous amount of 
confusion and waste of time and 
money is that of failing to keep 
their various suppliers (printers, 
engravers, etc.) up to date on 
mailing list changes involving the 
various media they do business 
vith. Many agencies give their 
suppliers old copies of SRDS to 
use for media mailing purposes in 
cases where printed material, ad- 
vertising plates, etc., are shipped 
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direct from the supplier to the me- 
dia involved. 

While this is a time-saving prac- 
tice over the method of having the 
supplier send the material to the 
agency which in turn has to ship 
same to the media, the practice, if 
not carefully handled, leads to 
considerable incorrect shipments. 

Whenever media change their 
address, they automatically advise 
their advertisers, prospects, and the 
respective agencies, but the agen- 
cies in turn almost always fail to 
advise their suppliers. The sup- 
pliers, usually working with an old 
mailing list, or ancient copy of 
SRDS presented by the agency, 
ship the material to the media 
listed, but where changes of ad- 
dress have been effected the mate- 
rial is always misdirected. 

These errors are always caught 
too late, and many ads fail to run 
for just this reason. Last minute 
shipments from the agencies’ sup- 
pliers to media “going to press,” 
when mis-addressed always cause 
bad public relations, press delays, 
and untold confusion and unneces- 
sary expenditure of money and 
time. 

Conclusion: Advertising agen- 
cies should immediately re-ap- 
praise the mailing lists being used 
by their respective suppliers who 
are handling direct mailing of 
material which the agencies have 
contracted for with the various 
media. They should bring these 
lists up to date and keep them up 
to date. This is as important a pro- 


| duction function in agency opera- 


tion as is the actual production 
flow of copy through the agen- 
cy itself. If the agency suppliers 
are using old copies of SRDS, rec- 
tify this bad practice immediately. 
This policy will result in con- 
siderably improved production 
flow between media and agency, 
and in immeasurably improved 
public relations between the same 
two parties and the advertisers 
concerned. 
Frep T. RuSSELL, 
Advertising Manager, Western 
Motor Transport, Los Angeles. 
e * 2 


‘Pay Ott’ Booklets Do 
Idea Job tor Ad Department 

To the Editor: There are so 
many useful ideas in your booklet 
“How to Make Your Advertising 
Pay Off” that several of our group 
have asked if they could get a 
copy. 

If available I would appreciate 
receiving six copies. They will, 
I'm sure, be used as a handbook 
for regular reference. 

R. C. ScRIVENER, 

Advertising Manager, The Bell 

Telephone Co. of Canada, 

Montreal. 
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CIRCULATION-WISE—Foursome chatting at New York meeting of circulation staff 
of Cowles Magazines Inc. includes, from left: Gardner Cowles, president and edi- 


tor; Fleur Cowles, associate editor; 


P. D. O'Connell, president of American News 


Co., a guest of honor; and Abner Sideman, Cowles circulation manager. 


Professors Author 
Comprehensive Text 


on Public Relations 


New York, May 1—Just what do 
we mean by “public relations”? 

According to the authors of a 
book bearing that title—‘Public 
Relations”—it can be defined as 
follows: 

“Public relations in business is 
an applied art. It includes all activ- 
ities and operating policies which 
continuously seek to determine, 
guide, influence, and interpret the 
actions of an organization so that 
its conduct will conform as much 
as possible to public interest and 
welfare. 

“The goal is to develop the sup- 
port and good will of individuals 
or groups which the organization 
serves, or which are indirectly af- 
fected by its operations.” 


e The authors—William A. Nie- 
lander, chairman of the depart- 
ment of management and market- 
ing, Hofstra College, and Raymond 
W. Miller, visiting lecturer, gradu- 
ate school of business administra- 
tion, Harvard University—follow 
their definition of public relations 
with a discussion of the objectives, 
basic concepts and principles of 
the PR field. 

“Public Relations,” according to 
its authors, is designed as a text- 
book for colleges and universities, 
and attempts to combine ‘the phil- 
osophy of public relations with the 
proven techniques of professional 
workers in the field.” 

Approximately one-third of the 
book is devoted to discussion of the 
various different types of public 
relations—employe, personnel, 
supplier, creditor, customer, trade, 
press, investor and board of di- 
rector. 

Another section deals with com- 
munity, school, government and 
international public relations. Still 


another section outlines how the, 


tools of public relations can be 
used—the telephone, correspond- 
ence, advertising, publicity, films, 
radio and television, etc. 

Published by Ronald Press Co., 
the book is priced at $5. 


WRITES BIOGRAPHY OF 
CHARLES F. BURGESS 

PITTSBURGH, May 1—‘A_ Ro- 
mance in Research—-The Life of 
Charles F. Burgess,” a new book 
by Alexander McQueen, lecturer 
and broadcaster, tells the life his- 
tory of the famous battery king. 

The book is published by Instru- 
ments Publishing Co. here. The 
price is $6. 


STUDIES QUITTERS 
CHAMPAIGN, ILL., May 1—“Why 

They Quit” is the title of a bulletin 

by Prof. Robert D. Loken, assist- 


ant to the director of the business 
Management service at the Univer- 
sity 


of Illinois, which reports a 


study made by 


find out why 


the university to 
more than 600,000 


Illinois employes quit their jobs 
annually. 

According to the survey, more 
than three-fourths of those who 
quit their jobs do so because of 
reasons which could be avoided 
or controlled by effective man- 
agement action. Included in the 
bulletin are tables and graphs 
showing background factors in- 
fluencing employes who quit and 
reasons for quitting, analyzed ac- 


cording to age, sex and length of! 


service. 
The bulletin costs $1. 


PRINTS BOOK ON BERNAYS 

Boston, May 
tions, Edward L. Bernays and the 
American Scene” is the title of an 
annotated bibliography and refer- 
ence guide to writings by and 
about Mr. Bernays just published 
by the Bulletin of Bibliography 
and Dramatic Index, F. W. Faxon 
Co., Boston. 

The volume covers the period 
from 1917 to 1951 and contains 
nearly 400 abstracts of books, ar- 


1—“Public Rela-| 


ticles and talks by Mr. Bernays. 
The price of the 92-page book is $2. 


Four Sign TV Quiz Show 


Western Airlines Inc., Los An- 
geles, Lyon Van & Storage Co., 7- 
Up Bottling Co., and Tanner Mo- 
tor Livery have signed to sponsor 
a new television program, “Honey- 
moon Express,” over Station 
KTTV, Los Angeles. The half- 
hour quiz show features travel 
questions, with prizes being 
round-trip tickets to any one of 
five West Coast cities via Western 
Airlines. 


Does Commercials in Spanish 


Hoffman Radio Corp., Los An- 
geles, in cooperation with Colum- 
bia Utilities, a Hoffman dealer, 
has signed to sponsor “Spanish 
Theater Hour” on KFI-TV, Los 
Angeles, Tuesday nights, from 
10:30 p.m. to midnight. All com- 
mercials will be in Spanish 


A. O. Smith Names Leisenring 

H. D. Leisenring, formerly sales 
manager of Pittsburgh Meter Co., 
has been named Pacific Coast sales 
manager of the meter division, 
A. O. Smith Corp., Milwaukee. 


Adam J. Young, Jr., inc. 
Station Representatives 


BEST IN TALENT BEST IN PROGRAM BEST 
for REACHING THE TOPEKA MARKET 


= B= BUF TOPEKA'S ONLY FULL- 
KE AY: REGIONAL STATION 


<*> . 
YOUR LIBERTY BROADCASTING SYSTEM STATION, TOPEKA KANSAS 
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That's why it pays to call in the Man from Forbes. . . 


‘FOnBES LITHOGRAPH CO. 


he a apt hl — * ROCHESTER 


' 


add the extra impact of the Facts from Forbes. 


first! 


FORBES DELIVERS 
whatever you wait 


What does your merchandising program call for? Car cards or floor stands? 


Cartons or package inserts? Cookbooks or menus? Displays or printed cellulose wraps ? 
You can get whatever you want from Forbes. No other source of printed merchandising 
offers you such assurance of matching the right printing process to your requirements 
Only Forbes gives you the benefits of vast facilities in lithography, letterpress, 
rotogravure and die-stamping —all under one roof and one-management control 


Long experience and continuing studies of printed merchandising effectiveness 


Debvers Merchondsig Mnpeet 
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COMMITTEEMEN—Members of the Commerce Department's advertising advisory committee are (seated, left 
to right): Frederic R. Gamble, American Assn. of Advertising Agencies; Edgar Kobok, chairman of the board, 
Broadcast Advertising Bureau; Stuart Peabody, Borden Co.; Charles Sawyer, Secretory of Commerce; Price 
Stabilizer Mike DiSalle; Howard Morgens, Procter & Gamble; Elon G. Borton, Advertising Federation of 
America, and Carleton Healy, Hiram Walker & Sons. Standing (left to right): G. T. Van Der Hoef, Com- 


merce Department; Harold S. Barnes, Bureau of Advertising, ANPA; Philip J. Everest, National Assn. of 
Transportation Advertisers; J. Harold Ryan, Fort Industry Co.; L. N. Brockway, Young & Rubicom; C. J. La 
Roche, C. J. LaRoche & Co.; Paul B. West, Assn. of National Advertisers; Philip J. Graham, Washington Post; 
Charles Jackson, White House aide; A. E. Winger, Crowell-Collier Publishing Co.; M. Joseph Meehan, Com- 
merce Department; Nelson Bond, McGraw-Hill Publishing Co., and Howard Chase, General Foods Corp. 


— 
_ White Motor Boosts Roesch 
Karl A. Roesch, assistant to the 
vice-president in charge of sales 
of White Motor Co., Cleveland, has 
been appointed general manager of 
the motor coach division of the 
company. Earl H. Lewis, branch 
manager for White in Oklahoma 
City, has been named assistant 
wholesale manager and assistant 
to the vice-president in charge of 
sales 


To ‘Electrical Merchandising’ 


Edward J. Brennan, formerly 
with Fairchild Publications, has 
joined the Chicago advertising 
staff of Electrical Merchandising, 
a McGraw-Hill publication, 


Se NEED PHOTOGRAPHS ? eee 


Over 20 ‘million negatives in photo files of 
hundreds of gov't agencies and other Wosh- 
ngton sources available for search. Uni- 
versal subject range. All useful editorially; 
advertising often requires selection avoiding 
identifiable persons. Explain needs fully. 
We will search and send 8 x 10 glossies on 
5 day approval Search fees due if any 
used, $15. for first picture retained; $6 
each additional; 3 picture minimum. Write, 
wire, Washington Commercial Co., Dept. R, 
1200 Fifteenth St., N.W., Washington 5, 0.C. 


Four Advertisers Happier Since Their Ads 
No Longer Are ‘Lost’ in Thursday Papers 


New York, May 1—Four adver- 
tisers of grocery store products— 
all of them unhappy over the 
treatment accorded their small- 
space copy in ad-heavy Thursday 
newspapers—are getting results 
with ads appearing on other week- 
days. 

The four advertisers—clients of 
Hilton & Riggio, which specializes 
in packaged products—are Sea- 
brook Farms Co., Bridgeton, N. J.. 
frozen foods; John G. Paton Co., 
New York, packer of Golden Blos- 
som honey; Fred Fear & Co., 
Brooklyn, producer of Burton's 
cake frosting; and Gordon Chem- 
ical Co., Philadelphia, maker of 
V.1.P., a new powdered laundry 
bleach. 

Started last fall, the experiment 
has achieved better positioning of 
copy for the advertisers, and stud- 
ies show that individual ads have 


Just Off the Press! 


“The $12,000,000 Case 
Of Whiskey” | 


A complete and up-to-date 


Survey of the Whiskey picture 


the foe 


gouthive # 


A booklet containing new and important 
data of special interest to distillers, ad- 
vertising agencies, sales managers and 
all executives of the industry. 


Write TODAY for 
Your FREE copy 


NEWSPAPER PRINTING CORPORATION 


Publishers’ Agent for 
The El Paso Times ove El Paso Herald -Post 
0. A SCRIPPS HOWARD NEWSEAPER 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


pally 


EVENING 


obtained improved readership. 


s The project started when Wil- 
liam M. Kline, director of market- 
ing and advertising for Seabrook 
Farms, became dissatisfied with 
the placement of his copy in a long 
list of daily newspapers. 

As a result, Seabrook decided 
to run its ads on Tuesdays, after 
the newspapers involved agreed to 
cooperate by giving better posi- 
tion and additional merchandising 
support to compensate for the fact 
that the ads would not appear on 
Thursdays. This support included 
telling grocers to expect greater 
traffic on traditionally off-days. 

Mr. Kline expressed satisfaction 
with the results of the experiment 

| to date, saying that position of copy 
| has been uniformly good and sup- 
| plementary merchandising efforts 


ship survey, he said, indicates that 
| readership of Seabrook copy has 
improved. He said copy will ap- 
| pear Tuesdays in 112 papers in 90 
| markets until July. 

® Peter Hilton, president of Hilton 
| & Riggio, said various factors could 
| have been responsible for the Sea- 
brook improvement: the fact that 
| the copy was running in papers 
| with relatively fewer ads, the fact 
| that the ads had better visibility 
| because of improved position, and 
the fact that the ratio of editorial 
|} to advertising is generally much 
higher on Tuesdays than on Thurs- 
days. 

Mr. Hilton said his agency ad- 
vised other clients in the grocery 
store field who were experiencing 
similar difficulties to follow the 
Seabrook lead. 

Thus, Fred Fear has been ad- 
vertising Burton's cake frostings 
in five New York newspapers on 
Tuesdays and Fridays since last 
September. Paton, confining its ad- 
vertising to the metropolitan New 
York market, has been running 
its copy on Wednesdays and Fri- 
days. Gordon Chemical, which has 
scheduled its powdered laundry 
bleach copy in eight major mar- 
kets since Jan. 1, gave newspapers 
the option of running it either 
Tuesday or Wednesday—which- 
ever day the paper could give bet- 
ter position. 

Mr. Hilton, who called the ex- 
periment “eminently successful” 


have been excellent. A test reader- | 


for the advertisers, said the news- 
papers liked the idea because they 
had been trying to level their ad 
volume through the week. 


Grand Union Appoints Three 

Eileen Bennett, formerly with 
Premium Buyer's Guide, has been 
appointed advertising manager of 
the route division of the Grand 
Union Co., New York. Franklyn S. 
Ferry, who formerly held this 
position, is now advertising man- 
ager of the chain store division. He 
replaces Mary Brown, who has re- 
tired. Salvatore Vitella, previously 
a district sales manager, has been 
promoted to assistant advertising 
manager. 


Busch Camera Launches Drive 

Busch Camera Corp., Chicago, 
will run insertions, beginning with 
July issues of Holiday, Modern 
Photography and U. S. Camera, to 
introduce the new Busch Vera- 
scope camera. Direct mail and 
dealer aids also will be used. 
Alfred Auerbach Associates, New 
York, is the agency. 


Newsprint Production Up 

The Newsprint Assn. of Canada 
has announced Canadian news- 
print production in March was 
472,963 tons, an increase of 21,328 
tons or 4.7% over March, 1950. 
The production rate was 101% of 
rated capacity, against 101.8% in 
February and 98.6% in March, 
1950. Canadian shipments in March 
were 473,503 tons, an increase of 
46,543 tons or 10.9% over March, 
1950. Canadian shipments to U. S. 
consumers were 409,154 tons, or 
86.4% of the total and 5.5% higher 
than in March, 1950. 


Canadian Press Elects 

Herve Major, news editor of the 
Montreal La Presse, has been re- 
elected president of the Canadian 
Press, Canada’s cooperative news 
service. Frederick I. Ker, publish- 
er of the Hamilton Spectator, has 
been reelected honorary president. 
Roy H. Thomson, of Thomson 
Dailies, and R. J. Rankin, manag- 
ing editor of Halifax Mail-Star, 
have been named Ist and 2nd vice- 
presidents, respectively. 


FRanklin 2-5854 


America’s finest 


photoengraving plant 


Collins, Miller & 


H utchings INC. 
207 North Michigan, Chicago 
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Yonkers TV Dealer Offers $1,000 Reward 
to Prove Its Prices Are Below Wholesale 


Yonkers, N. Y., May 2—Televi- 
sion sales may be in the doldrums, 
but that doesn’t keep an enter- 
prising retailer in this city from 
going all out to counteract buyer 
apathy. 

Last month, Bernard B. Bank, 
president of UVX television appli- 
ances, wrote a three-column ad for 
the Herald Statesman here. It led 
off with: “$1,000 reward to any- 
one who can prove that the tele- 
vision units advertised below are 
not being sold under today’s 
wholesale—our price lists are open 
to inspection.” 

Underneath this stopper, 
read: 


copy 


se “Why are we cutting prices to 
the bone and unloading’ We're 
putting it on the line and telling 
you the truth as we see it! All this 
talk of shortages in this most pow- 
erful nation on earth is a lot of 


baloney. There’s plenty of every- 
thing under the sun you might 


want to buy. And what’s more 
prices, generally, are too d........ 
high. So high, in fact, that you 
have curtaiied your buying ...and 
a lot of us merchants are left hold- 
ing the bag because we got sucked 
in on the phony baloney that 
shortages were on the way. So 
come and get what you need— 
at prices you can afford!” 

Following the above plain talk, 
the ad listed eight “typical scoops,” 
each brand identified only by the 
words, “famous make.” One of the 
scoops, for example, was a 19” TV 
six-way combination, listing at 
$749.95, which UVX offered for 
$489.95. 


e An AA reporter, interested in 
adding a possible $1,000 to his in- 
come, took a trip up to UVX and 
asked to inspect the price lists. 
Permission was granted, but not 
till he had explained his merce- 
nary purpose. 

While the reporter discovered 
some interesting facts about UVX 
advertising, the money-making ex- 
pedition was for nought, because 
even though the price lists were 
open for inspection—as stated in 
the ad—there was no way of iden- 
tifying the particular brands listed 
in the copy. A sales representative 
explained that UVX would make 
known a particular brand to a 
prospective purchaser, but under 
the circumstances could not do so, 
because of fair trade considera- 
tions. 

In fact, it was pointed out, some 
of the list prices had been tam- 
pered with, usually by making 
them lower, in order to prevent 
ready identification by anyone of 
a specific brand. 


@ The reporter did learn, from 
Mr. Bank, some of the copy tech- 
niques used by the company to 
bring in sales. At one time UVX 
ran an ad which must have been 
disconcerting to some fair trade 
distributors and dealers. It read: 

“About television. All television 
sets are price-fixed by the Feld 
Crawford Act in New York state— 
which means that the sets must be 
sold at the price set by the man- 
ufacturer and not for less. Yet 
everyone knows someone or other 
who can get 10-20-30 and 40% off. 
NUFF SAID.” 

The ad didn’t pull, Mr. Bank 
said. “People just aren't smart 
enough to read between the lines,” 
he thought. 


es Neither did the ad that prompted 
the Yonkers excursion pull. “Busi- 
ness, to begin with, was not what 
it should have been, and only about 
25% of sales that were made could 
be attributed to the ad,” Mr. Bank 
said. 

Don’t think that such copy as 
the “nuff said” piece didn't bring 
headaches. Mr. Bank admits that 


UVX has had run-ins with dis- 
tributors and once even lost a fran- 
chise which took a lot of talking 
to regain. 

And don’t think that franchise 
troubles or poor sales will put a 
clamp on UVX ad techniques. Mr. 
Bank listed, among his future copy 
plans, such themes as: “Is there 
such a thing as a lemon”?”; “Is TV 
service a racket?” and “Can I Get 
a Discount?” 


Asks TV Permit for San Jose 


The San Jose Television Broad- 
casting Co., San Jose, Cal., a new 
company, has filed an application 
with the Federal Communications 
Commission for use of San Jose’s 
proposed television Channel 11. 
Officers of the new company are: 
Patrick H. Peabody, owner of Sta- 
tion KSJO, San Jose, president; 
Charles F. Mallory, vice-president 
and general manager of KSJO, 
and Joseph P. Perruci, co-owner of 
Mayfair Packing Co., vice-presi- 


Network Gross Time Charges 


Source: Publishers Information Bureau 
RADIO 
Two Two 
March March Months Months 
195. 195] 1950 
American ing Co. $ 2,891,339 $ 3.476.383 $ 8.693.478 $10,181,753 
Columbia Broadcasting System 6.815.406 108. 788.562 17,850,089 
Mutual Broadcasting System 1.648 1,410,683 4,617,598 4,490,974 
National Broadcasting Co 5,085,636 5,847,374 15,033,209 16,785,941 
Total $16,440,387 $16,842,826 $48,132,847 $49,308,757 
TELEVISION 

American Broadcasting Co. $ 1,497,298 344,097 $ 4,080,868 $ fens 957 
Columbia Broadcasting System 2.993.902 657.501 8,195,406 1,823,456 
National Broadcasting Co 4.594.203 1,175,186 12,730,785 3,195,582 
Total $ 9,085,403 $ 2,176,784 $25,007,059 $ 5,799,995 

dents; Joseph C. Houghteling, co- CBS Promotes Horton 
publisher of the Dispatch, Gilroy, Kingsley F. Horton, assistant 


Cal., treasurer, and D. C. Kirby, 
San Jose attorney, secretary. 


P&T Promotes Rodgers 

Park & Tilford Distillers Corp., 
New York, has promoted C. Rich- 
ard Rodgers to the post of assistant 
eastern division manager. He was 
formerly assistant metropolitan 
New York sales manager for the 
company. 


general sales manager, CBS-TV, 
in New York since May, 1949, has 
been appointed CBS radio-video 


network sales manager for the 
West Coast. 

CCA Adds Member 
Construction Equipment, New 


York, a Conover-Mast publication, 
has become a member of Control- 
led Circulation Audit 


Kiplinger Names Frank-Law 
Kiplinger Washington Agency 
Inc. has named Albert Frank- 
Guenther Law, New York, to han- 
dle space advertising on the “Kip- 
linger Washington Letter.” Radio 
and TV advertising for “Changing 
Times” magazine will continue to 
be handled by the same agency 
The Ecrle A. Buckley Organiza- 
tion, Philadelphia, had handled 
non-TV Kiplinger advertising 


Appletord Paper Names Currie 
Alex Currie has been appointed 
sales manager of the merchandis- 


ing division of Appleford Paper 
Products Ltd., Hamilton, Ont. He 
succeeds W. J. Brockway, who has 


retired. Mr. Currie will supervise 
the sales of household papers, sales 
books and samenensal hon 


CATCH THE EYE 


When you're looking for 
timely, lively, humen-in- 
terest photos 1-0-0-K to 
Eye Catchers for ao wide 
voriety of subjects. Write 
on letterheod FREE 
Proofbook No. 15 


EYC-CATCHERS, Inc. 
1OE. 38th $t.,N. Y. City 16 


Avenue 


“wooo 


In spring, drive by ewilight through 
Central Park and see the skyscraper 
windows come out like yellow stars 
In summer, linger at a sidewalk caté 
table and enjoy the passing show 
greatest show on carth—New York! 
In autumn, window-shop along Fitth 

or feel the thrill of curtain 
tume at a Broadway first night 

In winter, watch the bright-clad skat- | ® 


- <) ee: ot Set 


beaches. Sym; 


the Water Level Rout 


P.$. Cencral ger 


honics 
league baseball. Dining and dancing 

| 1 
So get there fresh! Take Central s low- 
cost luxury coaches over the scenic 
straight to Grand 


For an exciting vacation any time... take 
New York Central tothe Heart of NEW YORK! 


Opera. Big- 


Central Terminal, the Biz Town's heart! 


fresh. roo 


¥ 
rested and ready tor the ‘big job ahead 


Petteormeir te sh nome onen ys S75 


ers at Radio City’s sunken rink .. 
neath the giant Christmas tree. 
Yes, all year, there's Manhattan Magic 


for your holidays. Museums Nearby 


oronet proudly welcomes another new advertiser! 


v pmee: New TRAVEL GUIDE Send coupon 

» New York Central, Room 1544 k. 466 
be- 1 Lexinee m Ave. New York 17, N. ¥. | 
| Name ~ eid ! 
{ appaess___ ! 
lar ZONE ! 
| scare ; | 


a 


New York Central 


The Water Level Roure—You Can Sleep 


Advertisers want a magazine with editorial impact, large circulation, a quality audience and the 
lowest possible cost. New York Central discovered that CORONET has all the answers—and begin- 


ning with the May issue, New York Central started selling CORONET’s 2,658,539 better families, 
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Do You Know 
this young man 2 
| in Chicago Area? 


Technical magazine publisher seeks unusual young 
man, preferably engineering graduate, who will merit 
exceptional opportunity to grow and develop rapidly. 
Altho job is space seiling, this is not “just another space 
job’. It’s that hard-to-find opportunity for a young man 
who knows he has high-calibre potential and wants to 
prove it fast. Knowing the man we seek is not a want- 
| ad-answerer, we welcome communications from third 
parties. 


Box 7856, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Information for Advertisers 


No. 3947. New Market Data for, ry,” which includes a map of the 
Ohio. area served by the paper and fig- 
John W. Cullen Co. offers a new Ures on retail sales and effective 
booklet, “Ohio Select List Market,”| buying income by the counties 
describing the coverage of the 51 covered. 
papers making up the list. The 
booklet gives circulation and rate 
figures; papers offering color; auto 
registrations by counties; gas and 
oil sales; food sales; drug sales; 


No. 3959. Survey of El Paso. 
Newspaper Printing Corp., El 

Paso, offers a new booklet, “The 

Story of the Growth, Progress, Re- 


beer and wine consumption; liquor | Sources, Industries and Oppor- 
sales: farm market; and list of pa-| tunities of the Fabulous South- 
special holiday west.” It covers copper, cotton, 


pers publishing 


editions during the year. military installations, potash min- 


ing, oil, gas, irrigation, lumbering, 

Bridge Changes | electric power, banking facilities, 
| construction, utilities, and much 

| more. 

| 


3952. New 
Buying Pattern. 

“Bridge to Bigger Business in 

ashington’s Second Market” is a - 
— oatee offered by the Tacoma | No. 3960. Merchandising Your Ads 
News Tribune tracing the effect of | to Dealers. ; 
the new Tacoma Narrows bridge} Now available from Topics Pub- 
on Tacoma retail and wholesale| lishing Co. is “How Advertisers 
trade. The folder explains how the | Merchandise Consumer Campaigns 
new bridge has created a trade-|to Drug and Grocery Retailers— 
pattern shift hy making Tacoma | Report No. 3.” The report goes in- 
directly accessible *y road from | t© _ considerable detail, telling 
the Olympic Peninsula which in- | which manufacturers are mer- 
cludes Bremerton and other com-| Chandising their consumer cam- 
munities. paigns, and what publications they 
are using. 


No. 


No. 3956. Florists as a Market. 


U. S. florists sell more than| No. 3961. Art and Production 


Ideas. 

Mead Corp.’s lavish house or- 
gan, “Better Impressions,” is out 
for the first quarter of 1951. It is 
beautifully produced and contains 
some ideas of considerable interest 
such, for example, as a trick for 
getting five-color printing without 
use of color photographs. Six 
woodcuts, exemplifying as many 
different techniques, and all by 
Bernard Brussel-Smith, will cre- 
ate some excitement in the art de- 
partment. 


7$500,000,000 worth of flowers, 
‘plants and related procucts an- 
mually. In addition, they purchase 
Bmillions of dollars’ worth of capi- 
tal equipment, seeds and operating 
supplies. Finally, they are develop- 
ing into important outlets for oth- 
er types of merchandise. A quick 
picture of this market is presented 
in a data folder, “Florist Industry 
Facts,” offered by Florists’ Tele-| 
graph Delivery News. 


No. 3957. Concentrated Auto Mar- 
ket. 

“The Time Market for Automo- 
biles,” (report #1084) is a new 
study by Time showing that its 
readers own 111 autos per 100 
families, against a national aver- 
age of 83 per 100. The report con- 
tains interesting figures on age of 
cars owned, principal cars, second 
cars, station wagons, etc. 


No. 3945. Farm 


Guide. 


a new booklet designed for the 
benefit of retailers of farm equip- 
ment. It covers a discussion of ad- 
vertising itself, establishment of 


and use of media, copy hints, and 


suggestions on tying in with man- 
Recom- 


No. 3958. Wichita Market Data. 
The Wichita Beacon offers a 
new data folder, “The Beacon Sto- | 


ufacturers’ programs. 
mended reading for men with farm 
equipment accounts. 


Note: Inquiries for the items listed above will not be serviced beyond June 18. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Please send me the following (insert number of each item wanted 
—please print or type) 


NAME TITLE 
G@MPANY 

ADDRESS 

CITY & ZONE STATE 


Equipment Ad) 


Farm Equipment Retailing offers | 


the budget, scheduling, selection | 


B THE ADVERTISING MARKET PLACE 


Rates: 75¢ per line, minimum charge $3. Cash with order. Figure all cap lines 


(maximum—two) 30 letters and spac 


es per line; upper & lower case 40 per 


line. Add two lines for box number. Deadline Wednesday noon 12 days pre- | 
ceding publication date. Display classified takes card rate of $11.25 per | 


column inch. Regular card discounts, 


size and frequency, apply on display. 


HELP WANTED 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 

GEORGE WILLIAMS—PLACEMENTS 
209 S. State St. HA 17-2063 Chicago 4 
Girl Friday—who can help business grow. 
Must have art ability & advertising know- 
how. Salary open. Michigan agency. 

Box 3768, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

Asst. Advertising Mgr. 

Immediate opportunity with fast grow- 
ing mid-western manufacturer of cons- 
| truction machinery. Prefer young man, 
draft exempt, in 20’s or early 30's with 
minimum 2 years practical advertising or 
‘sales promotion experience. Industrial 
| background desirable but not essential. 


| Interview promptly arranged. Our organ- 


| ization knows of this advertisement. 

Box 3770, ADVERTISING AGE 

200 E. Ulinois St., Chicago 11, Ill. 
PERSONALIZED SERVICE 


Copywriters-Account Executives-Editors- 
Artists-Merchandising-Research-L ay 0 ut- 
Radio-TV-Production and Salesmen. 
THE HONES COMPANY 
14 E. Jackson Blvd. Chicago 4, Ill. 
ADVERTISING SALESMAN 
Old established farm paper has opening 
for experienced advertising salesman to 
cover mid-western territory. Must have 
car and be free to travel. Knowledge of 
agricultural accounts and farm  back- 
ground desirable. State age. experience 
and salary desired. 
Box 3772, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
ADVERTISING 
ACCOUNT EXECUTIVE 
Wanted by well financed fully recognized 
Chicago advertising agency. We have 
house accounts for you to service and if 
you can close new business, we have a 
real proposition for you. Must be ex- 
perienced. Stock deal open later to right 
man. Write fully. 
Box 3773, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 


185 N. Wabash Fr 2-0115 
POSITIONS WANTED 
| SPACE SALESMAN 

Go-getter for new business. College grad- 
uate. Well known in Middle West 

Box 3761, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Chicago 


ACCOUNT EXECUTIVE 
WANTED 


by Chicago Advertising 
Agency. Splendid opportu- 
nity for a man with vision 
and the ability to contact 
newspaper and magazine or 
TV and radio accounts. Full 
qualifications requested in 
first letter. Our men know 
of this advertisement. 

Information held in strict 
confidence. Address: 

Box 7855, Advertising Age 
200 E. Illinois St., Chicago 11 


Advertising-Promotion & Sales Managers- 


All types of positions for men and women | 


POSITIONS WANTED 
Top pub ge t with outstandi 
successes in administrative phases wants 
high level position with aggressive pub- | 
lisher. Specialist in circulation, promotion 
& management problems, 40. Married. 
Box 3765, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

ACCT EXEC DESIRES CHANGE 
Head new business for Midwest 4A agen- 
cy. Handle major acc’te in food, automo- 
tive, beverage and pharmaceutical fields. 
Able administrator, creative, energetic, 
self-starter. Vet, 29, married, child, college 

Box 3766, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
Advertising Mgr. wishes position with mfr. 
or large retail establishment. Knows ev- 
ery phase of adv: Radio, direct mail, pro- 
duction, copy. Southern area preferred 
around or in Texas. This man will make 
your business grow. Write 

Box 3769, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
I'M LOOKING FOR A CHALLENGING 
opportunity as ad man/or pub. rel. mgr. 
I'm a young lady with ten yrs. exp. & a 
widely developed knowledge of advertis- 
ing and publicity. Let's talk it over. 

Box 3771, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ADVT-SALES PROM. PLANNER 
CREATIVE IDEA MAN—ACE WRITER 
Consumer-Industrial. All media: mail or- 
der, direct mail. Agcy exp.; 35. Will re- 
locate. 
Box 3774, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
GET ALL THREE ~ 
Get 15 years successful sales, advertising 
and promotional experience. Outstanding 
record as account executive, sales di- 
rector, ad manager, and merchandiser 
Excellent salesman. Able planner. Adap- 
table. A find for agency or manufacturer 
seeking a versatile, sales-minded execu- 
tive. Now holding a key position. Chicago 
Married, age 37 
Box 3775, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, lll. 
FREE HOME DEMONSTRATION! 
Examine this young copywriter in the co- 
| zy atmosphere of your own office. He's 
| pleasant, talkative, 26, a college grad, and 
has sound mail order experience, mostly 
in major appliances. He’s no genius, but 
he writes well-his copy sells, and he has 
published articles on advertising. Now he 
wants the challenge of Chicago agency 
work. Let's talk about it, shall we? 
Box 3776, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


MISCELLANEOUS 


HAVE YOU A PRINTING PROBLEM? 
We have a large modern Canadian print- 
ing plant with complete printing facilities 
to produce any kind of print job. We also 
have a large unattached quota of ma- 
| chine-coated paper stock suitable for mag- 

azine publications, catalogues and Direct 
| Mail pieces. Let us discuss your printing 
problems. Confidential. 

Box 3767, ADVERTISING AGE 
200 E. Hlinois St., Chicago 11, Il. 


| FINE CANADIAN MAILING LIST 

| 175,000 Mail Buyers on Elliott Stencils. 
Will rent to reliable house. Can mail. 

| Write—TOBE’S, Niagara-on-the-Lake, Ont. 


} 


Splendid opportunity for high 


} 


year or more. In reply please 


200 E. Illinois St. 


| 
| 


WANTED 


A TOP FLIGHT EXECUTIVE 
FAMILIAR WITH MERCHANDISING, 
ADVERTISING AND PUBLISHING 


grade executive who is thor- 


oughly familiar with merchandising and advertising with 
some background in the publishing business. The position to 
be filled calls for an executive who has earned $20,000 a 


state age, marital status and 


supply full account of previous employment and salaries 
| earned. All replies will be treated as strictly confidential. 


Box 7859, ADVERTISING AGE 
, Chicago 11, Ill. 


Age, 11 E. 47th St., New York 


ADVERTISING MANAGER 


Available. Publications, etc. Thorough experience. High per- 
sonal sales. Select, train, staff. Build prospect list. Prepare 
promotion, advertising, presentations. Handle make-up, ac- 
counting, office. Accustomed s 
reasonable draw against commission. Box 7857, Advertising 


substantial earnings, will take 


ot, &. ¥. 


Advertising Age, May 7, 1951 
Comics Publishers 
Warned of Possible 
Legislative Action 


New York, May 1—‘“If the 
comics book industry cannot ade- 
quately police itself, the legisla- 
ture of this state, I know, will have 
to take affirmative action.” 

This threat of censorship was 
voiced by State Assemblyman 
Joseph F. Carlino, chairman of the 
joint legislative committee to study 
the publication of comics, in a 
speech before the third annual 
meeting of the Assn. of Comics 
Magazine Publishers last week. 
This was the second such commit- 
tee warning in little more than a 
month (AA, March 26). 

Mr. Carlino declared that com- 
ics have been “a contributing fac- 
tor to juvenile delinquency.” He 
said that while “just a few pub- 
lishers” have violated state laws 
against improper publications, “the 
whole industry is responsible” for 
the few. 


se The assemblyman, a Nassau 
County Republican, urged the as- 
sociation to form a self-censoring 
body similar to that of the motion 
picture industry and thus sidestep 
outside censorship and regulation 

“It’s your headache; the matter 
is in your hands. If you would 
like to avoid government inter- 
ference, get together and you will 
have no fears from this state in 
the direction of interference with 
your business,” he said. 

Mr. Carlino said his committee 
did not wish to drive the comics 
business out of New York state, 
nor did he think the state should 
take such a step. “Yours is a na- 
tional business and there should 
be national voluntary regulation,” 
he stated. 


e@ Harold A. Moore, editor of 
Famous Funnies, sales manager of 
the Eastern Color Printing Co. 
and president-elect of the Assn. 
of Comics Magazine Publishers, is- 
sued this statement after Mr. Car- 
lino’s speech: 

“We have been urging self-regu- 
lation for three years. We there- 
fore heartily agree with the assem- 
blyman that the whoie industry 
should be represented in an or- 
ganization to undertake self-regu- 
lation.” 

Mr. Moore, who succeeds Lev 
Gleason as head of the associa- 
tion, is a former newspaper city 
editor and professor of journalism. 
At one time he was with King 
Features. 


Miami Has 65,000 TV Sets 


According to figures supplied by 
Station WTVJ, Miami, the esti- 
mated number of television sets 
installed in WTVJ’s coverage area 
as of May 1 was 65,000. 


Appoints Shephard & Edwards 

David Levow, sheet metal prod- 
ucts, stampings and castings, has 
appointed Shephard & Edwards, 
New York, as its agency. 


SEASONED 
ADVERTISING EXECUTIVE 
AVAILABLE 


Twenty years with one large 4A 
agency. Fine record for holding and 
developing major accounts road 
and intensive knowledge of all phases 
of advertising agency practices. 
War service already completed as 
commander in Navy in shi t 
and in important staff assignment 
ashore. Widely travelled. 
A personality that wears extremely 
well with staff and clients. 
Location unimportant rovided 
opportunity for expansion real. 
Available within two weeks of 
acceptance — earlier if absolutely 
necessary. 
Write for full resume of business 
and personal background. 


Box 7858, ADVERTISING AGE 
11 E. 47th St., New York 17,.N. Y. 
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Advertising Age, May 7, 1951 


Along the Media Path wa 


isolationist, paraplegic, fellow 
traveler, lame-duck, grass roots, 


e@ First in the Business Week ser- 
ies of presentations based on the 


e American Family Magazine will 
increase its circulation to 1,000,-| 
000 by Nov. I—a gain of 500,000 
copies over the publication's paid | 
circulation in May. 

Although the number of food 
stores distributing American Fam- 
ily will be stepped up, all of the 
magazine’s institutional ads, mat 
services, retail market news re- 
ports and other sales aids will still 
be designed to assist independent 
voluntary and cooperative whole- 
sale aid retail food outlets, 
through which the magazine is 
distributed. 


e Crosley Broadcasting Corp.’s 
short wave stations in Bethany, 
O., already believed to make up 
the largest short wave installation 
in existence, are being increased 
in efficiency by the addition of two 
new antennas, each costing nearly 
$400,000. 

The new units will permit the 
“Voice of America” programs, 
which the stations air, to reach 
new areas with a more reliable and | 
louder signal, according to George | 
Herrick, chief of facilities for the 
“Voice.” The antennas will be used 
with six 200,000 watt transmitters 
built by Crosley during World II. 

In design, the antennas consist of 
one large tower with two smaller 
ones on either side. Two units of 
curtain antennas stand between 
the side towers and the one in 
the center. There are several an- 
tennas in the groupings. Programs 
for the “Voice” usually originate 
in New York, Washington and 
other centers and are fed over 
leased telephone lines in the same 
manner as commercial programs. 


e In the first quarter of 1951, 
Look carried 5.2% more advertis- 
ing than in the same period of 
1950, making the 13th consecutive 
quarter in which Look has shown 
linage gains. For the second quar- 
ter of this year, the magazine al- 
ready has enough business on the 
books to make it the biggest second 
quarter in its history. 


e@ The Louisville Courier-Journal 
and Times have set up a darkroom 
in the microfilm library to provide 
writers and editors with “pictures” 
of stories in the library’s film col- 
lection. The service, which will 
eliminate the necessity of doing 
research in the library, will be 
used for articles appearing in the 
papers before clipping files were 
started in 1937. 


e Advertising in the April Charm 


| first study of an executive man- 
local and 63 were placed through ,sement magazine made by the 


WPTZ’s national representative, advertising Research Foundation 
NBC Spot Sales. The remaining 65 (AA, Nov. 20, 1950) is “Do You 
were network accounts. Know Which Advertisement At- 


tracted the Most Readers?” 
@ The 200 most unique sales ideas —_ wadee 


developed during the past several » Apri] 1 marked the completion 
months have been compiled in of 15 years of continuous news 
booklet form by the New York proadcasting by Elmer Curtis, of 
Journal of Commerce. Titled “200 station WIBW. Topeka, Kan. 
New Ways to Sell More Goods,” Both WIBW and Lee Foods, Kan- 
the 44-page pamphlet is an en- | sas City, Mo., the program’s spon- 
larged version of last year’s book- sor for all that time, honored him 
let. It’s available from the paper with a half-hour show, titled “His 
at 63 Park Row, for 50¢ acopy. _ First Nine Million.” The show de- 
scribed high points during his 
@ The Times Record, Troy, N. Y.,| years of delivering more than an 
ran a full-page b&w ad in its’ estimated 9,000,000 spoken words 
March 23 edition urging parents’ over “Lee Noon News.” 
to help their children by answering 
questions that stem from newspa- e A Politz study for the New York 
per reading. The paper suggested Mirror shows that 635,000 women 


75 


the morning tabloid and that 660,-, turing that publication's Christ- 


000 daily readers live in homes 
where the total family income 
ranges between $4,000 and $7,500 
a year. 

The Alfred Politz Research or- 
ganization studied the general | 
characteristics of Mirror readers) 
and non-readers as to age, sex, oc- 
cupation, economic status, family 
status, education, newspaper read- 
ing habits and buying habits. The 
study thus reveals characteristics 
of readers of all newspapers in the 
New York area. 

Duncan Miller, Mirror promo- 
tion manager, said the Politz find- 
ings were based on a probability 
sample of people 15 years old and 
over. Area sampling was used. The 
same questions were asked of both 
Mirror readers and non-readers. 
He said the Mirror is the first New 
York newspaper to offer a non- 
competitive study of its readership. 


e “It's Time to Hang Your Christ- 
mas Stocking” is the title of a new 
promotion piece issued by Living 


mas gift catalog offered to the 
magazine’s readers. The mailer, a 
simulated stocking with a minia- 
ture sleigh bell attached, pulled 20 
small-space advertising schedules 
within two days after it was 
mailed. 


e Beer sales during 1950 lagged 
1.3% behind volume for the pre- 
ceding year, according to the an- 
nual statistical section of American 
Brewer. Draft beer sales—off 7% 

were primarily responsible for 
the decline. Only 407 plants were 
active in 1950, compared with 
nearly 600 active breweries in 
1940. Copies of the statistical sec- 
tion still are available at $1.50 
each. 


IR Rs SERRE, i 
Fi blahers’ 


TRADE AND CONSUMER PUBLICATIONS 
EMPIRE STATE BUILDING 


increased 24% over the same is- 
sue last year. March advertising | 
was up 15%, February up 22% | 
and January up 31% over Charm’s | 
1950 issues for those months. The 
Street & Smith publication also 
reports that its average circula-. 
tion has climbed to 684,095 copies | 
during the eight-month period | 
since Helen Valentine assumed | 
editorship of the magazine. 


e@ The May issue of Flying, na- 
tional aviation magazine published 
by Ziff-Davis Publishing Co., Chi- 
cago, is devoted exclusively to a 
detailed description of the struc- 
ture, operations and plans of the 
U. S. Air Force, and projects its 
theme from the standpoint of the 
vast technical and training de- 
velopments which have enhanced | 
the air arm’s striking power since 
World War II, despite a serious 
reduction in size. The special edi- 
tion was prepared in collaboration 
with the Air Force. 


e@ Station WPTZ, Philadelphia, 
Philco-owned television station, 
reports a total of 210 individual 
advertisers using its facilities dur- | 
ing March. Of the total, 82 were 
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the parents define such words as| heads of households are readers of | 


for Young Homemakers and fea- BNEW YORK | . 
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PATENT NOTICE 
To Advertisers, Ad Agencies and Publishers 
REGARDING 


DAYLIGHT FLUORESCENT COATED PAPERS 


T is reported that advertisers are being offered 
a paper plastic-coated with daylight fluorescent 
color for use in printing magazine inserts, posters, 
point-of-sale displays, circulars and other adver- 
tising material. 


As required by Federal statutes governing pat- 
ents, we direct attention to U. S. Patent No. 2,475,- 
529, owned by Switzer Brothers. This patent cov- 
ers a fluorescent device “comprising a front mem- 
ber of plastic material impregnated with a fluores- 
cent dye and a back member of non-fluorescent 
white cellulose material.” This patent was most 
recently adjudicated valid by a United States Court 
of Appeals on January 10, 1951. 


Over two years ago the scope of the phrase 
quoted above was determined by the United States 
Court of Customs and Patent Appeals in an inter- 
ference between a pending Switzer application 
(from which Patent No. 2,475,529 was derived) and 
an issued patent granted to another who claimed 
the same invention. A principal question of the 
appealed interference was whether the phrase cov- 
ered and extended to fluorescent coated papers. 
The Court, especially established to handle appeals 
on patent interference questions and ranking be- 
low no United States Court other than the Supreme 
Court, held that the quoted coverage did extend 
to fluorescent coated papers. 


The above Switzer-owned Patent specificaily 
describes the use of the fluorescent sheet to convey 
messages by overprinting it with non-fluorescent 


ink. Any tonal printing on fluorescent paper is 
further covered by earlier-issued Switzer Patents 
Nos. 2,277,169 and 2,302,645. 


In view of the foregoing facts, manufacture, sale 
and use of paper coated with a daylight fluorescent 
plastic material without a license from Switzers 
would be clearly an infringement of pertinent 
Switzer patents. Liability for such infringement 
would extend to any advertiser using the un- 
licensed paper and to any publishing house which 
might be induced to accept an advertisement 
printed on unlicensed paper. 


For Your Own Protection— 
Insist Upon DAY-GLO® 


Daylight fluorescent coated paper manufactured 
by Switzer Brothers, Inc., is being marketed under 
the Registered Trademark DAY-GLO and under 
no other. Switzers are willingly granting licenses 
for the use of DAY-GLO® paper to responsible 
printers who agree to maintain the quality stand- 
ards that have been proved necessary for daylight 
fluorescent materials. 


Advertisers, ad agencies and publishers who are 
in doubt as to the status of any daylight fluores- 
cent coated paper or any daylight fluorescent 
insert, display or other advertisement which may 
be offered to them for their use are urged to 
check with Switzers. Meanwhile, a list of author- 
ized DAY-GLO® dealers will be mailed promptly, 
upon request. 


TO BE SURE, LOOK FOR THE 


DAY-GLO’ TRADEMARK 


SWITZER BROTHERS, Inc. 


4732 ST. CLAIR AVE. 


* CLEVELAND 3, OHIO 


“The First Name in Fluorescence” 
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Only 1% of the qualified 
readers did not read any 
of the ads measured in 
AMERICAN BUILDER 


Bz 


Specify Brands of Products 


81% of AMERICAN BUILDER 
readers are infilvential in 
purchasing, and specify 

makes or brands 


Read Every Issue 


89% of home subscribers 
interviewed stated they 
read every issue of 
AMERICAN BUILDER 


br 


| Read Highest Scoring Ad 


¥ 76% of the qualified readers 
- read and remembered 
the highest scoring 


92,000 


top Building 
Professionals read 
AMERICAN BUILDER 


Now Available E 


AMERICAN BUILDER 
79 West Monroe Si. Chicago 


AMERICAN @O 


UILDER 


The. Readbook f the 
light ie trustinn iidushdd 


|Boeing Advertises 
Nationally to Get 
Skilled Workers 


SEATTLE, May 2—Boeing Aijir- 
plane Co., now employing 27,000 
in the Seattle area, has gone local 
with a community-relations ad- 
vertising program and has gone 
national with help-wanted adver- 
tising. 

For the first time, Boeing used 
a full page in Time in late April 
for employe recruitment. The ad- 
vertisement, headlined “Physicists, 
Engineers,” said that Boeing has 
“exceptional openings in Seattle 
for outstanding physicists and en- 
gineers. Are you one of them?” 
Copy described the company, the 
importance of the work in the 
nation’s defense, and the pleas- 
ures of living in the Pacific North- 
west. It asked that interested per- 
sons write to Boeing or telephone 
any of the numbers listed in the 
ad for nine cities around the coun- 
try. 

The ad substituted for regular 
copy that Boeing carries in na- 
tional magazines. It did not repre- 
sent additional space. 

Carl Cleveland, assistant direc- 
tor of public relations and adver- 
tising, explained that the object 
is to reach engineers and physicists 
who may not see help-wanted ad- 
vertisements the company is car- 
rying in trade publications. 


s The community advertising pro- 
gram was launched in the Seattle 
area only. Once each three weeks 
the company will carry a report 
on one phase of its activities. 

In the opening advertisement, 

headed, “Good neighbors,” the 
}company said: “People of this 
community have been good neigh- 
bors to us. We feel that we, in turn, 
should be good neighbors to you. 
Being a good neighbor means 
many things. Among them is the 
willingness to talk about subjects 
of mutual interest, including both 
our achievements and our prob- 
lems. This we plan to do.” 


The local campaign opened with | 


800-line space. The Seattle Post- 
Intelligencer and Times and the 
Ronton Chronicle are used. A 
Similar community program for 
Wichita, Kan., where Boeing is a 
major employer, is under consider- 
ation. 

Frederick E. Baker & Associates 
here handles the employe relations 
phase of Boeing's advertising. N. 
W. Ayer & Son handles the maga- 
zine copy. 


Toledo Scale Boosts Murphy 

D. J. Murphy has been ap- 
pointed vice-president and gener- 
al manager of Toledo Scale Co. of 
Canada, Windsor, Ont. He was 
formerly superintendent in charge 
of production at the parent com- 
pany’s plant in Toledo, O 


Grey Names Julien Field V. P. 

Grey Advertising, New York, 
has appointed Julien Field as vice- 
president and creative director. He 
was formerly a vice-president of 
the William Esty Co. and of Len-! 
nen & Mitchell. 


Two Agencies Consolidate 

John Earl Loog Advertising | 
Agency and Benjamin Katz Ad- 
vertising Agency have consolidated 
under the name of Loog, Katz & 
Barrington, with offices at 1201 
Chestnut St., Philadelphia. 


Michael Sheehan Named V. P. 

Michael Sheehan, advertising 
manager of Commercial Credit 
Corp., Baltimore, has been named 
a vice-president of the company. 
He will be in charge of advertis- 
ing and sales promotion activities. 


Joins Blanchard-Nichols 

Ronald Sweeney, formerly sales 
manager of KMOD, Modesto, Cal., 
has joined the Los Angeles sales 
staff of Blanchard-Nichols Inc., 
magazine publishers’ representa- 
tive. 
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has made DUQUESNE F PILSENER 


TRIPLE THREAT—Three black light posters in sequence were used by Duquesne 
Brewing Co. to stress the quality, taste and flovor of it’s Pilsener beer. The last 


one, “Thanks,” 


was later used alone as a followup. 


Day-Glo Poster Series Used by Duquesne 
Brewing Co. Inspires All-Media Campaign 


PittspurRGH, May 1—A highly 
successful outdoor poster campaign 
using Day-Glo fluorescent colors is 
being used by Duquesne Brewing 
Co. as the central theme for an all- 
media campaign. 

The poster campaign was 
launched in March with emphasis 
on simplicity and the impact of 
the Day-Glo black light effect. 
Three poster designs, each featur- 
ing one of Duquesne Pilsner’s sell- 
ing points—quality, taste and fla- 
vor—in Day-Glo, were placed to- 
gether along important traffic 
arteries. 

The series was used in important 
cities in five states during March 
and the response was so gratifying 
that the company followed it up in 
April with a single poster saying 


*“thanks”"—also in Day-Glo—and 
decided to build its entire advertis- 
ing program around it. 


@ Miniature copies of the posters 
in non-fluorescent colors were 
printed for use in retail outlets 
and the small boards were made 
into a cyclorama for use on 
Duquesne’s television shows. The 
boards were also reproduced in 
newspaper ads. 

The company used the Day-Glo 
process on posters in cities where 
12 or more posters were to be 
placed. All others were done in 
lithographic inks which approx- 
imated the color value of Day-Glo. 

The Duquesne account is han- 
dled by Walker & Downing. 


Canada Newspaper Men Elect 

E. C. Whitehead, publisher of 
the Sun, Brandon, Man., has been 
elected president ‘of the Canadian 
Daily Newspapers Assn. Allan 
Holmes, director of the Reporter, 
Galt, Ont., and Walter A. Mac- 
donald, publisher of the Journal, 
Edmonton, Alta., have been named 
lst and 2nd vice-presidents, re- 
spectively. W. J. J. Butler, of the 
Toronto Globe & Mail, has been 
reelected treasurer. 


‘Business Week’ Shifts Conner 


David S. Conner, advertising 
salesman for Business Week in the 
New York territory since 1946, has 
been appointed district manager 
of the St. Louis office. A. L. Bless- 
ing, a McGraw-Hill representative 
in Boston, has been named to suc- 
ceed Mr. Conner in New York. 


Goebel Brewing Will Sponsor 
Forty-Niners Football Games 


Goebel Brewing Co. of Califor- 
nia, Oakland, will sponsor broad- 
casts of the San Francisco Forty- 
Niners professional football games 
next fall. E. J. Anderson, president 
of the company, is also president 


of the rival Detroit Lions football | 


team whose games were sponsored 
by Goebel last year. Brooke 
Smith, French & Dorrance, Detroit, 
is the agency. 


Lynch Joins Gaetjens, Berger 


Walter H. Lynch Jr., 
past 15 years with Fuchs & Lang 
Mfg. Co., division of Sun Chemi- 
cal Corp., has joined Gaetjens, 
Berger & Wirth, New York, print- 
ing ink manufacturer, and will 
concentrate on lithographer ac- 


' counts. 


for the | 
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| Appoint Walsh Advertising 
Walsh Advertising Co., Toronto, 
|has been appointed to direct the 
| advertising of all branches of the 
Department of Labor and the Un- 
employment Insurance Commis- 
sion of the Government of Canada. 


| 

| Barnes-Zimmerman to Jenkins 

| Barnes-Zimmerman Co., Minn- 
eapolis preserves manufacturer, 
has appointed Ray C. Jenkins Ad- 
vertising Agency, Minneapolis, to 
|direct its advertising and mer- 
chandising. 


ALTHOUGH ONE 
DRAWING CONTAINS A 
} FULL RANGE OF TONES, 
} REPRODUCTION COSTS 
FOR BOTH ARE EXACTLY 


THE SAME WHEN ~ 
MADE ON.... 


CRAFIINT 
DOUBLETONE 


Drawing Papers 
Unlike anything else on the 


market, Craftint Double- 
tone Drawing Paper con- 
tains 2 separate, invisible 
shading tones. These tones 
are instantly “brought up” 
by simply applying special 
fluids in only the places the 
artist wishes them. See Fig- 
ure 2. Finished art, although 
containing two tones of 
gray plus black and white, 
still reproduces as straight 
line work. This, of course, 
means a big savings in re- 
production cost. Craftint 
Doubletone papers are avail- 
able in 17 different patterns 
to accommodate drawings 
for same size or standard 
reductions. 

Write today for pattern 

chart and further informa- 

tion. Craftint Doubletone is 


sold by your local Craftint 
dealer or direct, 


THE CRAFTINT MANUFACTURING co 
1227 East 152nd Street © Cleveland 10. Ohio 
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Newspaper Promotion Men See Bright 
Future, Despite TV, Other Clouds 


(Continued from Page 1) 
tion by the American Assn. of 
Newspaper Representatives. 


es The meeting started Monday 
morning with a research session, 
at which the featured speaker was 
Carl Nelson, Publication Research 
Service, who showed a series of 
slides to demonstrate readership 
of both editorial and advertising 
features. 

He was followed by a panel 
which included H. H. Kynett, 
Aitkin-Kynett Co., Philadelphia 
agency, who is also president of 
the Audit Bureau of Circulations, 
and John J. Flanagan, media di- 
rector, McCann-Erickson, New 
York, both of whom made a strong 
plea for more newspapers to pro- 
vide standard market data forms 
for agency and advertiser use. Mr. 
Kynett said that only about 160) 
of the 1,700 daily newspapers now 
issue such standardized forms, and 
urged others to do so. 

Their discussion was similar to 
that on the following day, when 
ten advertising, publishing and 
selling business papers teamed to- 
gether to present a session in 
which the featured speakers were 
William Beard, president, Associ- 
ated Business Publications Inc.;| 
Joseph Katz, president, Joseph) 
Katz Co.; and Leo McGivena, pres- 
ident, L. E. McGivena & Co. 


s Mr. Katz took newspapers se-| 
verely to task for their promotional | 
and sales tactics, asserting that | 
there is too much hoopla in| 
newspaper selling and not enough 
information, and that newspaper 
representatives too often expect 
agency executives to drop every- 
thing and see them on unan- 
nounced calis, and then have little 
to contribute in the way of infor- 
mation. 

Agencies welcome real informa- 
tion about the readers of a news- 
paper, how they differ from other 
newspaper readers, how the circu- 
lation is obtained, ete., Mr. Katz 
said. He added that “the’e’s noth- 
ing wrong in advertising that | 
you're the second paper, if you | 
are the second paper. It's a lot} 
better than trying to prove you're | 


first when you're not. We buy 
plenty of advertising in second) 
papers.” 


As for trade paper advertising, | 
Mr. Katz insisted that “it’s too 
fancy...When we turn to a trade 
paper we want information—and 
we want it well organized—we 
want it made easy to read. A cute 
little heading like ‘Who killed 
Cock Robin?’ isn’t as good as ‘Here 
are the facts about Baltimore.’ You 
don't have to spend a lot of time 
thinking up cute tricks to get at- 
tention in a trade paper. An agency 
buys a trade paper for information 
—is glad to get it—and you don't 
have to work hard for a reading.” 


e Leo McGivena took sharp issue 
with Mr. Katz on this point, as- 
serting that while basic facts and 
figures are essential, “mere fig- 
ures bring you close to intellectual! 
bankruptcy.” Only about 20% of 
the people are really moved by 
facts, he said, and what newspa- 
pers need is really “fewer facts 
and more Shetland ponies in their 
advertising,” to create a favorable 
climate and to meet the competi- 
tion of television's glamor and 
novelty. 

He also asserted that, despite all 
the current conversation about ra- 
dio not hurting newspapers, radio 
actually did hurt newspapers in 
1927-1929, and TV will do the 
same until it settles down. 

This session generated a free- 


| in which a dozen or more members 


participated. 


e Mr. Beard explained the func- 
tion of the business press as a 
whole, and the role it plays in bus- 
iness and the economy, and pointed 
out to the newspaper men the im- 
portance of doing a first class pro- 
motion job in the advertising and 
publishing trade press because this 
press is a bulls-eye medium for 
reaching the buying influences in 
the national advertising field. 
Advertising and promotion in 
the national field were also the 
subject of discussion at a session 
today, at which speakers included 
John Ottinger, Bureau of Adver- 
tising, ANPA; Sumner Collins, 
New York Journal-American; Joel 
Irwin, Cincinnati Enquirer; Vir- 
ginia Wilton, Camden Courier- 


Post, and Joseph P. Lynch, Grand | 


Rapids Press. 

Mr. Collins declared that every 
publication has its own promotion 
problem, but that one common to 


most is that of selling its own man- | 


agement on doing a consistent and 
effective job. The Journal’s present 
trade paper promotion (consisting 


. 


DISCUSS A PROBLEM—Fred Howenstine, 
Indianapolis Stor and News, and Sumner 
Collins, New York Journal-Americon, de- 
bote a fine point between sessions of the 
Netieaal Ni, p, ion Aeon, 


Washington. 


of every-other-week center spreads 
in color concentrated in ADVERTIS- 
ING AGE and full pages in various 


industry papers), was deliberately | 


aimed at making an impact on 
Journal-American management 
and salesmen as well as upon the 
advertising field, he said. 


@ The program of smashing 
double trucks, using bold news 
headlines, big illustrations and 
simple copy, has done a tremen- 
dous job of developing enthusiasm 
within the Journal-American or- 
ganization, he said—something that 
it was impossible to obtain when 
the paper’s promotion budget was 
scattered among so many publica- 
tions that it had little impact in 
any of them. 

Although it is impossible to com- 
pletely document the job the pro- 
motion has done in the advertising 
field, he said it was “fair to as- 
sume” that it has done well, since 
between 1945 and 1950 Journal- 
American national linage has al- 
most doubled and revenue from it 
has tripled, while in the same 
period the paper moved from sixth 
place in this classification in New 
York to “just a shade behind third 
place.” 


s Joel Irwin described the “Solid 
Cincinnati” cartoon campaign upon 
which his paper has averaged 
about $60,000 in expenditures for 
the past six years. Last year, he 
reported, a survey of buyers 
showed that, with the exception of 
the Philadelphia Bulletin slogan, 
more people could identify the 


| that of any other newspaper. As 
an example of effectiveness in sell- 
ing, he pointed out that 10 years 
ago the Enquirer carried 33% of 
Cincinnati automotive linage, 
while last year it carried over 42%. 
Mr. Lynch described a merchan- 
dising program put in operation by 
the Grand Rapids Press which 
| keeps dealers informed of nation- 
al advertising running in the mar- 
ket, and which has been extremely 
effective in developing tie-in ad- 
vertising, and Miss Wilton revealed 
how a simple presentation has 
been effective in creating more 
automotive linage for her paper. 


gs At the television session Monday 
evening, principal speakers were 
Louis Hausman, vice-president, 
Columbia Broadcasting System, 
and Wayne Coy, chairman of the 
Federal Communications Commis- 
sion. 

Mr. Hausman asserted that other | 
media might as well not try to! 
sell against television—‘“for that is | 
trying to make water run uphill” | 
—but that TV might easily be the 
lever which might result in a 
|“more normal” expenditure for 
advertising, with more advertising 
| dollars available for all media. 

“The potential of television is 
an addition to existing media,” he 
said, “justified by the relation of 
advertising to the national income. 
It is further justified by the bar- 
gain counter at which all adver- 
| tising is sold today. And, it comes 
on the scene just at the time when 
we have to sell the output of the 
greatest plant in our history.” 

—-F 

e Another interesting session was 
that on “how promotion looks from 
the other side of the desk,” in 
which four former promotion men, 
now in other jobs with newspapers, 
gave their impressions. The speak- 
ers were Frank Knight, now mana- 
ging editor of the Charleston Ga- 
zette; Joyce Swan, now vice-presi- 
dent and business manager of the 
Minneapolis Star and Tribune, who 
analyzed newspaper circulations 
in relation to the effect of TV; 
Russ Stewart, general manager, 
Chicago Sun-Times; and LeRoy 
Newmeyer, advertising manager of 
the Toledo Blade. 

The meeting wound up with a 
luncheon at which Douglas Taylor 
of J. P. McKinney & Son, secretary 
of the American Assn. of News- 
paper Representatives, explained | 
the work of that association in de-| 
veloping presentations for various | 
newspaper classifications, and 
showed a new sound movie, “Busi- 
ness Speak Up,” which is an 
adaptation of a sound slide film 
designed to impress local busi- 
nesses with the value and impor- 
tance of plant-city advertising. He 
also reported that the association's 
new business committee is working 
on a new presentation, “Whither 
TV?”", which will be shown to the 
Media Men's Assn. of New York 
next week, and also on a presenta- 
tion discussing cooperative adver- 
tising. 

The promotion group adopted a 
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DISCUSS A POINT—In this informal group picture taken at the Notional Newspaper 
a ‘a on Pomme er 


Assn. 


ore | 


Pr gin ¥ 
Stor; (seated) A. H. Talbot Jr., 


ding) Wm. E. Coyle, Washington 


Chicago Herald-American; 8. |. Simmons, Tampa 


Tribune; George H. Grinnell, Baltimore News-Post; and in the foreground, John 
Musget, Washington Post. 


LISTENING TO MURPHY—George Murphy, movie actor and Hollywood good wi 
ambassador (second from right), makes a point at the National Newspaper Promotio: 


Assn. meeting to Irvin Toubkin, New York Times; Lowrence W. Merahn, New York 
World-Telegram & Sun; and Sol Padlibsky, Charleston, W. Va., Daily Mail. 


resolution, among others, calling 
the attention of industry to the 
opportunity for developing a syn- 
thetic newsprint industry in the 
U. S., and another urging manu- 
facturers to push ahead faster 
with research in the graphic arts 
field. 

Among a number of resolutions 
expressing appreciation to various 
committees and individuals was a 
special one commending Andrew 
Hertel of the Milwaukee Sentinel 
for the outstanding job he did in 
producing the 1951 Newspaper 
Promotion Yearbook, which was 
distributed at the convention. The 
book is a handsome volume of 
48 pages and cover, containing 
articles on promotion as well as 
full details of the convention pro- 
gram. 

The next annual meeting of the 
promotion group will be held in 
Louisville, at a date to be deter- 
mined later. Douglas Cornette, of 
the Louisville Courier-Journal and 
Times, will be general convention 
chairman. 

The midwest regional meeting 
of the National Newspaper Promo- 
tion Assn., it was announced, will 


of the Notional 


BOARD'S LAST MEETING—At the 4 


a: 


Son aut 


tion Assn. meeting in W 


board held its finol 


be held at the Edgewater Bea 
Hotel, Chicago, Nov. 20-21. 


se A highlight of the sessions w 
the annual presentation of awar 
to winners of the Editor & Publis 
er 1950 promotion contest. Awar 
went to the following: 

Trade paper campaign to ubtain natic; 
al advertising—citation to thy Des Moi 
Register and Tribune. Certificates of m 
to Chicago Sun-Times and South 
Tribune 

Direct mall promotion te obtain natic 
advertising—citation to the Rio Gra 
Valley, Tex., Group 

Best sales presentation te obtain na- 
tienal advertising—citation to the Toronto 
Globe and Mail. Certificate of merit to 
Lancaster Newspapers Inc 

Best sales presentation for lecal ad- 
vertising—citation to Memphis Publishing 
Co. 

Classified advertising prometion—cita- 
tion to the Milwaukee Sentinel. Certifi- 
cates of merit to the Portland Oregonian 
and the Sacramento 

Cireelation prometien—citation to the 
Portiand Oregonian. Certificates of merit 
to the Washington Post and the Minne 
apolis Star and Tribune 

Commeanity service activity on the ece- 
nomic frent-—<itation to the Loulsville 
Courier-Journal and Times 

Community service te promete general 
welfare intereste—citation to the Minne- 
apolis Star and Tribune. Certificates of 


merit to the Charleston Gazette. the New 
and the Sacramento Bee 


York Mirror 


hill, Miami Herald; Robert C. Berkeley, Memphis Publishing Co.; 
Lyndon West, Detroit Free Press; Bert Stolpe, Des Moines Reg- 


EE as 


St ee Se 


meeting. Left to right ore Frank Knight, ond Frederick N. Lowe, 


ister and Tribune, retiring ident, 
for-all discussion from the floor Norfolk ti 


Cincinnati Enquirer’s slogan than Cherleston, W. Va., Gozette, secretory-treasurer; Lester R. Barn- Newspapers. 
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Advertising Volume Figures for April Issues of Business Papers 


These figures 


are an exclusive compilation by Industrial Marketing and must not be quoted or repro- 


duced without written permission. Unless otherwise noted, all publications are monthlies and have stand- 


dard 7x10” advertising pages. 


Pages 

INDUSTRIAL GROUP 1951 1950 
Aero Digest 55 52 
Aeronautical Engineering 

Review 59 
American Aviation (bi-w.) §*97 §°71 
American Builder 245 193 
American Cuy §*162 “138 
American Dyestuff Reporter 4114 85 
American Machinist (bi-w.) 526 §°398 
American Printer 31 30 
Analytical Chemistry 40 43 
Architectural Record 232 230 
Arts & Architecture 20 23 
Automotive Industries 

¢semi-mo.) 174 140 
Aviation Age 55 *38 
Aviation Week *205 “129 
Bakers’ Helper (bi-w.) ‘133 189 
Bedding 76 82 
Better Roads 33 
Boxboard Containers 59 45 
Brewers’ Digest aa 41 
Brick & Clay Record §°66 §*60 
Bus Trenspertation 113 124 
Butane oe ews 

(4! 9x6! 2 78 84 
Butter Cheese & Milk 

Products Journal 46 45 
Canner (w.) ° . 
Ceramic ry grl24 §*1l6 
Chemical & Engineering 

News (w.) 192 145 
Chemical Industries Week 70 92 


INDUSTRY’S 
DEEPEST 
SECRETS 


are known first to 


and ¢ 
the men who read_| 


IEN | 


The deepest secrets of industry con- 
rern expansion problems, production 
changes, new and improved products. 
Long before these plans are publicly 
Mannounced they are known to a few 

m very few--key men in the organi- 
At this early stage major decisions 


are made——-decisions that concern the 


Selection of manufacturing equipment, 
parts, materials, What a break it would 
be to reach this highly selected audi- 
ence with your product story at- this 
critical time! 

But wait. 
men, and at the critical time, too! Be- 


You can reach these very 


cause these key men are the top oper- 
ating, engineering and production men 
the IEN 


Cover 90% by request) and who use it 


very people who see 


for finding, specifying and buying 
what they need. 
Your nextto-editorial advertising | 


| Fleet 


Chemical Engineering 

Chemical Processing 

Coil E gineering 

Coal Age 

Coal Mining 

Commercial Car Journal 

Construction Digest (bi-w.) 

Constructioneer 

Construction Methods & 
Equipment 

Construction News Monthly 

Constructor 

Contractors & Engineers 
Moathly (9%4x14) 

Dairy Record 

Design News 

Diese! Progress (9x12) 

Distribution Age 

Drilling 

Drug & Cosmetic Industry 

Electric Light & Power 

Electrical Construction & 

aintenance 

Electrical Engineering 

Electrical South 

Electrical West ‘ 

Electrical World <w.) 

Electronics 

Engineering & Mining 
Journal 

Engineering News-Record 
(w) 


Excavating Engineer 

Factory Management & 
Maintenance 

Fire Engineering . 

iwner 

Food Engineering’ 

Food Packer 

Food Processing 

Foundry 


Gas 

Gas Age (bi-w.) 

Heating & Ventilating 

Heating, Piping & Air 
Conditioning 

Ice Cream Review 

Industrial & Engineering 
Chemistry 

Industrial Finishing 
(4 9x6'/2) 

Industry & Power 

Inland Printer 

Interiors 

Iron Age (w.) 

Lumberman 

Machine & Tool Blue Book 
(4! 9x6" 2) 

Machine Design 

Machinery 

Magazine of Building 

Manufacturers Record 

Marine Engineering & 
Shipping Review 

Mass Transportation 

Materials & Methods 

Mechanical Engineering 

Mechanization 

Metal Finishing 

Metal Progress 

Milk Dealer 

Mill & Factory 

Mining Engineering 

Modern Machine Shop 
(4! 9x6! 2) 

Modern Metals 

Modern Packaging 

Modern Plastics 

Modern Railroads 

National Petroleum News 
(iw) 

National Provisioner (w.) 

National Safety News 

Oil & Gas Journal (w.) 

Orgamc Finishing 

Pacific Builder & Engineer 

Packaging Parade (9%_x12) 

Paper Industry 

Paper Mill News (w.) 

Paper Trade Journal (w) 

Petroleum Engineer 

Petroleum Processing 

Petroleum Refiner 

Pit & Quarry 

Plavt Engineering 

Plating 

Power 

Power Engineering 

Practical Builder 

Printing Magazine 

Product Engineering 

Production Engineering & 
Management 

Products ee 
(4! 9x6! 2) 

Progressive Architecture 


message in TEN is strategically placed | Purchasing 


62,000 such men ins the 
plants of every major industry . . . at | 
the they 
product information. For full details, 


send for a copy of The TEN Plan. 


he fore 


very time are 


Thomas Publishing Company 
461 Eighth Avenue, New York 1, N. Y. 
REPRESENTATIVES—BOSTON + CHICAGO 
CLEVELAND + DETROIT - INDIANAPOLIS 
LOS ANGELES « PHILADELPHIA - PITTSBURGH 


-~ | on Frozen Food & the 


ocker Plant 
onus Age (w.) 


looking Pn Railway Engineering & 


Maintenance 
Railway Mechanical & 
Electrical Engineer 


Railway Signaling & 
Communications 


| Railway Purchases & Stores 


| Roads & Streets 


Rock Products 
Southern Lumber Journal 
Southern Lumberman 
Southern Power & Industry 
Steel (w.) 
Supervision 
Telephone Engineer 
(semi-mo.) 
Telephony (w.) 
Textile Industr.es 
Textile World 
Timberman 
Too! & Die Journal (5x7! 2) 
Too! Engineer 
Traffic World (w.) 
Utilization 
Wastes Engineering 
Water & Sewage Works 
Water Works Engineering 
Welding Engineer 
Western Canner & Packer 
Western Construction 
Western Industry 
Wood Worker 
Woodworking Digest 
(4! 9x6! 2) 
World Oi 
World Petroleum 


Total .. 


Pages 
PRODUCT NEWS GROUP 1951 1950 
Volume figures for product news information 
publications are reported in 1/9 page units 


(approx. 3'4x4%4).. not in standard 7x10” pages. 
Electrical Equipment 329 335 
Industrial Equipment News 800 715 
Industrial Maintenance . . 159 151 
New Equipment Digest 566 504 
Plastics World 217 148 
Product Design & 

Development 297 256 
Transportation Supply News 82 51 

Total 1/9 page units 2.450 2,160 
TRADE GROUP 
Air Conditioning & Refr 

ation News (w.) (11! 26) "69 §°76 
American Artisan 97 14 
American Druggist 99 115 
American Lumberman & 

Building Products 

Merchandiser (bi-w.) §°406 §*385 
Boot & Shoe Recorder 

(semi-mo. ) *194 *200 
Building Supply News 153 140 
Chain Store A 

Administration Editions 

Combinations *24 *32 

Druggist Editions . $83 §108 

General Merchandise— 

Variety Store Editions 94 §139 

Grocery Editions 107 89 
Department Store Economist 90 102 
Domestic Engineering .. 159 174 
Electrical Dealer ; 55 70 
Electrical epevennaninn 

(9x12) 149 *168 
Electrical Wholesaling 94 *83| 
Farm Equipment Retailing 70 80) 
Farm Implement News | 

(semi-mo. ) §°262-§*241! 
Florists’ Review (w.) §*410 §*491 
Fueloit & Oi! Heat *895 §131 
Seyer'’s Topics 70 75 
Glass Digest : 28 32 
Hardware Age (bi-w.) §287 $384 
Hatchery & Feed 41 39 
Hosiery & Underwear Review 120 128 
dosiery Industry Weekly ‘889 48 
Hosiery Merchandising 27 26 
implement & Tractor 

(bi-w.) 175 230 
Implement Record §97 §94 
Industrial Distribution |. 218 169 
Jewelers’ Circular-Keystone 160 171 
Leather & Shoes (w.) §*130 §°15 
Lingerie Merchandising 58 64| 
Liquor Store & renenennel 38 48 | 
Motor 148 172 
Motor Age 108 126 
Motor Service (4! 4x6! s) 175 162 
NJ (National Jeweler) 

(3 9x73) ' ~ 143 168 
Nat.o.al Bottlers’ Gazette 81 89 
Office Appliances 131 142 | 
Photographic Trade News . 45 45) 
Plumbing & Heating Business 101 102 
Plumbing & Heating Journal 63 76 
Plumbing & Heating 

Wholesaler - 30 35 
Poultry Supply Dealer "34 *31 
Progressive Grocer (4! 4x7! 4) 151 144 
Sheet Metal Worker *52 *69 
Southern Hardware .... 114 143 
Sporting Goods Dealer 142 173 


Advertising Age, May 7, 


as 


. 


PRETTY GOOD?—Apporently it was a low number that Charles H. Vasoll (left), 


Kenyon & Eckhardt, marked down after 


a golf gome in White Sulphur Springs 


during the Four A’s meeting. Checking his arithmetic are (from left): John R. Kunz, 
Geyer, Newell & Ganger; J. B. Bell, Ruthrauff & Ryan, and D. C. Stewart, of K&E. 


Business Paper Ad 
Linage Gains 4.5% 


Over April, 1950 


Cuicaco, May 8—April advertis- 
ing volume for 256 business papers 
was up 4.5%, or 1,349 pages, to a 
total of 31,508 pages, as compared 
with 30,159 pages in the same 
month last year, according to In- 
dustrial Marketing’s monthly tab- 
ulation. 

The 152 industrial papers report- 
ed a gain of 8.6%, or 1,527 pages, 
in April. Eighteen export publica- 
tions registered their first gain 
since last September, reporting an 
increase of 41 pages, or 4.1%, and 
the seven product news publica- 
tions were up 290 one-ninth-page 
units, or 13.4%. 

The 51 trade publications were 
off 7.6% for April, a loss of 500 
pages, and the 28 class papers lost 
nine pages, or 0.3% for the month, 
although the year-to-date total for | 
this group is up 3.4%. | 

Month of April 


Classification Pages Pages 

1951 1950 
Industrial 19,207 7,680 
Product News *2,450 *2.160 
Trade 6.052 6.552 
Class 2.756 2.765 
Ex 043 


1 002 
‘Figures are for one-ninth-page ‘‘standard units.” 


Textiles Panamericanos 69 61 
Total 1,043 1,002 


| §Includes a special issue 


"Includes classified advertising 
Estimated 

Two issues 

Three issues 

Four issues 


| Five issues 


| 


Sports Age 54 51 
Super Market Merchandising 109 129 | 
Variety Merchandiser 

(459x65g) 73 86 
Wood Construction & 

Building Materialist 50 48 

Total 6,052 6,552 
CLASS GROUP 
Advertising Age (w.) 

(1034x14) ae : 234 §231 
American Funeral Director *70 *70 
American Hairdresser 54 47 
American Restaurant 82 86 
Banking (7x10-3/16) 73 63 | 
Billboard (w.) (1034x1534) §°266 §*303 
Chain Store Age— 

Fountain Restaurant 

Combinations 32 29 
Cleaning & Laundry World 31 34 
Dental Survey 102 
Fountain Service §58 862 
Hospital Management 66 66 
Hotel Management 91 94 
Hotel Monthly . *45 “a8 
Hotel World-Review (w.) 

(94x14) *38 “45 
Industrial Marketing 82 89 
Journal of the American 

Medical Association (w.) §*328 §*348 
Laundry Age *57 *62 
Medical Economics 

(414x634) 153 119 
Modern Beauty Shop 79 76 
Modern Medicine (semi-mo.) 

(4) 4x634) 203 154 
Nation's Schools 109 105 
Oral Hygiene (4- oer 3/16) 124 129 
Proceedings of the I.R.E. 87 78 
Restaurant Management 82 78 
Scholastic Coach ‘ 37 41 
School & College Manage- 

ment (9'/5x113%4) 19 27 
School Executive—Schoo! 

Equipment News 82 76 
What's New in Home 

Economics 72 107 

Total 2.756 2,765 
EXPORT GROUP 
American Automobile 

(overseas edition) 92 99 
American Exporter 

(2 editions) 131 136 
American Exporter Industrial 

(2 editions) 132 118 
Automovil Americano 103 112 
Caminos y Calles 28 
Embotellador tqnarterty) 42 32 
Farmaceutico 45 35 
Hacienda (2 editions) 91 94 
El Hospital 18 12 
Ingenieria Internacional 

Construccion 63 51 
Ingenieria Internacional 

Industria 82 75 
McGraw-Hill Digest 33 3a 
Petroleo Interamericano 41 
Pharmacy International 21 18 
Revista Aerea 

Latinoamericana ll 13 
Revista Rotaria 7 
Spanish Oral Hygiene 

(4-5/16x7-3/16) . 34 31 


"Formerly Food Industries 

Effective with the April issue, Operating Engi- 
neer has merged with Power. 
7x10 units. sold as pages 
Does not include advertising in special western 
section. 


Weiss & Geller Names Two 
Max Tendrich, formerly a space 
buyer with Weiss & Geller, New 
York, has been named director of 
media, radio and television of the 
agency. He succeeds Lester J. Mal- 
lets, who resigned. Dorothy Wen- 
der, who also has been with the 
agency for some time, succeeds Mr. 
Tendrich as space buyer. 


Roher Joins ‘Popular Science’ 
Me! Roher, formerly field man- 
ager for Drug Topics, has joined 
the sales staff of Popular Science 
Monthly. Mr. Roher has been east- 
ern advertising representative for 
the St. Louis Globe-Democrat and 
a member of the Scripps-Howard 
Syndicate in Washington and Balt- | 
imore. 
| 


Gordon Joins Ferguson 

Allen S. Gordon, formerly with 
the United Nations Food & Agri- 
culture Organization, has been 
named assistant general sales man- 
ager of Harry Ferguson Inc., De- 
troit manufacturer of tractors and 
farm equipment. 


WTHT Promotes Greenwood | 
Station WTHT, Hartford, Conn., | 
radio voice of the Hartford Times, | 


has promoted Eunice Greenwood 
to head copywriter. 


| Transportation, 
| Transport, 


Lithographers Set 
Convention Theme: 
War Mobilization 


New York, May 2—War mobi- 
lization problems as they affect 
the lithographing industry will re- 
ceive special attention at the 46th 
annual convention of Lithograph- 
ers National Assn., June 26 to 29, 
at Spring Lake, N. J., according to 
W. Floyd Maxwell, executive di- 
rector. 

The second day of the conven- 
tion, June 27, will feature several 
government officials, including 
Cyrus S. Ching, director, Federal 
Mediation and Conciliation Serv- 
ice, and John J. Deviny, Public 
Printer, who will discuss govern- 
ment printing procurement. Joel B. 
Ware, of the Office of Price Sta- 
bilization, will talk on price reg- 
ulation to fit the printing indus- 
try’s methods of operation. 


@ There will also be a representa- 
tive from the printing and pub- 
lishing section of the National 
Production Authority to discuss 
problems of procurement of graph- 
ic arts supplies and materials, Mr. 
Maxwell said. 

Panel discussions also will pe 
held June 27 on cost reduction ani 
job satisfaction through work sim- 
plification. These discussions will 
be divided into three parts, “in 
the plant, in the office, and she 
connection between work simpli- 
fication and human relations,” Mr. 
Maxwell said. 

At the lithographers’ members’ 
business meeting June 28, George 
A. Mattson, the association’s di- 
rector of labor relations, will pre- 
sent his annual report. The group’s 
new budget cost manual also will 
be presented. 


Twin Coach Plans Campaign 
Twin Coach Co., Kent, O., motor 
coach manufacturer, will introduce 
its Twin Coach Fageol-Liner May 
18 in Passenger Transport, with 
followup spreads slated for Bus 
Bus & Truck 
Canadian Transporta- 
tion and Mass Transportation. Di- 
rect mail and catalog specifica- 
tion sheets will supplement the 
campaign. Palm & Patterson Inc., 
Cleveland, is the agency. 


== 


RAVERS 
PAINSTAKING CRAFTSMANSHIP 
FIDELITY OF REPRODUCTION 
PERSONALIZED SERVICE 


679 N. WELLS ST., CHICAGO 10 ILL. 
Whitehall 4-3450.1.2 
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Gipps Brewing Co. Campaign Lauds Dealers 


Peoria, Itt., May 2—What it 
calls a “new and progressive de- 
parture from the current trend in 
beer advertising” was undertaken 
last month by Gipps Brewing Corp. 
here when the company’s entire 
newspaper and radio promotion for 
April was directed at commending 
not Gipps beer, but liquor dealers, 
tavern owners and bartenders. 

The campaign consisted of eight 
newspaper ads and four daily ra- 
dio commercials. Copy dealt with 
such themes as the $135,000 paid 


A matter of 


ms 


15. 


Gipes 


CORPORATION 


to the city by tavern owners and 
liquor dealers for license fees, the 
cooperation of the Peoria Bar- 
tenders Union with recognized 
fund-raising projects, the business 
acumen demanded of a man in the 
retail liquor field, the friendly at- 
mosphere of neighborhood taverns 
and the high community standing 
of many men in this industry. 


e Harry J. Krueger, Gipps presi- 
dent, reported that although the 
April campaign was an experi- 
ment, “we are more than satisfied 
with the results.” 

“While it would be awkward for 
the liquor dealers, tavern owners 
and bartenders to conduct a ‘self- 
congratulating’ campaign,” Mr. 
Krueger said, “yet Gipps Brewing 
Corp. can point to the value of 
these business men without in- 
curring the criticism of boasting. 
Being a local brewery, Gipps can 
speak freely as a member of the 
community,” he added. 

Kaufman & Associates, Chicago, 
is the company’s agency. 


Copy for Sicks’ Beer 
Stresses ‘New Taste’ 


SEATTLE, May 3—A new brew, 
has 
advertising 
undertaken for 


introduced as “the new taste,” 
the heaviest 
yet 


drawn 
promotion 


Sicks’ Select beer, distributed in 
Washington and Oregon. 
The campaign opened in April 


g - FILLING-IN 
,, NDDRESSING = 


THE LETTER SHOP, Inc. 
431 6. Dearborn St, Chicago 5, IMincis 


ures turning to see the stylized 
butler carrying a tray of beer. The 
butler is a Sicks’ trade figure. Car- 
toons are by Irwin Caplan. 

A brochure promoting the cam- 
paign has been developed for deal- 
ers, one of the major objects veing 
to increase the number of outlets. 

Western Agency, Seattle, han- 
dies the account. 


Congowall Ads Set 

Cockfield, Brown & Co., Mon- 
treal, is handling a spring cam- 
paign for Congowall, wall prod- 
uct of Congoleum Canada Ltd., 
Montreal. The campaign, first ma- 
jor promotion for Congowall in 
Canada, will be continued in the 
fail. Frequent insertions in daily 
and weekly newspapers across Ca- 
nada will be used, with full-page 
color ads in three national week- 
end rotogravure sections and farm 
papers, and half-page color ads in 
two nationa! women’s magazines. 


Gives Chicago TV Set Sales 


with teasers in newspapers and on 
outdoor boards with the line: 
“Why not turn to the new taste.” 
This was followed with opening 
announcements, using two-color 
full-page space in major dailies 
and smaller space in 50 newspa- 
pers of the two states. Newspaper 
promotion continues. 

Two full poster showings are to 
be used in May, June and July, 
television in Seattle will include a 
half-hour film show on leading 
wrestling matches elsewhere in the 
U. S., and radio is scheduled on 
KIMA, Yakima, Wash.; KVOS, 
Bellingham, Wash.; KXRO, Aber- 
deen, Wash.; KEX, Portland; 
KERG, Eugene, Ore.; KOOS, Coos 
Bay, Ore.; KFLW, Klamath Falls, 
Ore.; KMED, Medford, Ore., and 
KNRO, Roseburg, Ore. 


@ The theme throughout is based 


Shulton Will Again 
Use Father's Day 
Copy Extensively 


New York, May 1—Specific 
Father's Day advertising by Shu!- 
ton Inc., maker of Old Spice and 
other men's grooming prepara- 
tions, will be launched this year 
in June issues of nine publica- 
thons 

The company’s Father's Day 
schedule will start in the May 26 
issue of The Saturday Evening Post 
with a full-page, four-color ad 
Other papers that will carry full 
and half pages include Christian 
Science Monitor, June 2; Parade 
and This Week Magazine, June 3; 
Life, June 4; Collier's, June 16; 
Look, June 19; Good Housekeeping, 
June issue; and Esquire, July issue. 

Point of sale follow up promo- 
tion will include window displays 
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promotion is the peak of its year- 
round national advertising cam- 
paign on tube shaving creams and 
after-shaving lotions. 

Wesley Associates is the agency. 


Promotes Liquor in Canada 
James Lovick & Co., Vancouver 
agency, is directing an expanded 
program for British Columbia Dis- 
tillery Co. Ltd., New Westminster, 
B. C. Canadian dailies, weeklies 
and periodicals accepting liquor 
advertising are being used. 


Lindsley Joins Fellows 


Christopher Lindsley Jr., for- 
merly with Moser & Cotins, Utica 
agency, has been named art direc- 
tor of Fellows Advertising Agency, 
Syracuse 


obtainable on o FREE LOAN « RENTAL - 
or SALES BASIS. Get the new Sth EDI. 
TION of “SOUND SLIDEFILM yf 


on turning to the new taste. To : and full-color reproductions of fully descriptive of each title Send 
eres ge eae a Electric Assn., Chicago, reports |, “te co ee : $1.00 our dealer or write Dept. 
omgnnnae — a se vise of cartoon 906.210 television sets in the Chi- Father s Day advertisements on oat y 
ads are usec in newspapers, OUut- cago area as of March 31, an in- counter cards. a o OPERADIO MFG. CO. 5: . te 
door and television, with key fig- crease of 18.176 since Feb. 28. The company’s Father's Day 
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Champion Werks Around the Clock . . 


Like loyal Americans everywhere, the 
more than 7500 men and women ol 
Champion are dedicated to all-out pro- 
duction. Day in, day out—week in, week 
out the broad white ribbons roll 
from our paper machines. This produc- 
tion is possible because every member 
ol the Champion family knows how 
indispensable paper is to the Nation's 


economy and the Republic's defense. 


“TIM 


Whatever Your Super Putlem... Hi a Challenge te Champion 1 


THE CHAMPION PAPER AND FIBRE COMPANY 
HAMILTON, OHIO 


District’ Sales Offices in New York, 


Detroit, St. Louis, Cincinnati, 


4tlanta, 


Chicago, Philadelphia, 
Dallas and San 


Francisco. Distributors m every major city, 
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Admen Urged to 
Study Research 
Already Done 


Toronto, May 4—If advertisers 
would only take the time and 
trouble to study the advertising re- 
search which already has been 
done, they would find clues for 
designing ads to reach more minds 
more efficiently, according to A. 
W. Lehman. 

Mr. Lehman, managing director 
of the Advertising Research Foun- 
dation, told the 36th annual meet- 
ing of the Assn. of Canadian Ad- 
vertisers here yesterday that ad- 
vertising’s biggest challenge is the 
problem of increasing its effective- 
ness 

Advertising research, he said, 
can help meet this challenge in 
three ways: 

1. By increasing the amount of 
information that can be made 
available through research. 

2. By improving the quality of 
all advertising research efforts. 

3. By learning better how to ap- 
ply—individually—research facts 
and figures to the ever-present 

problem of reaching more minds 
ore effectively. 


The first two points, he admit- 
ed, will require increased appro- 
priations for research. But the ap- 


Always Depe 


T 


dable Quality and Service 


| plication of facts and figures al- 
ready uncovered, he insisted, only 
requires a willingness to study da- 
ta now available. 

In a question period following 
| his talk, he said that if one knows 
|the product and its marketing 
problems, and is given an ad budg- 
| et figure, data will permit an ad- 
|vertiser to determine “pretty 
| closely” what size his advertise- 
| ments should be to reach the most 
readers most effectively. 

Mr. Lehman said that while 
quantitative measurements, such 
as those of the Audit Bureau of 
Circulations, Traffic Audit Bureau, 
Canadian Circulations Audit 
Board, etc., form the cornerstone 
of all advertising fact finding, the 
industry also needs qualitative re- 
search data. 

Many methods are involved in 
the latter, he continued, 
“from the simple, 


archaic mail 
cated type of depth interview.” 


@ Mr. Lehman said that “a great- 
ly misunderstood and unappreci- 
ated fact about advertising is the 
seemingly small amount of time 
or attention that the public pays 
to advertising. Generally speaking, 
everyone in advertising tends to 
overestimate the public’s interest 
in it. The relative unimportance of 
a specific advertisement in the 
public mind, and the advertiser’s 
lack of understanding of this in- 
attention is another reason why 


the door is wide open to increase 
|the effectiveness of advertising 
through research.” 

To illustrate his contention that 
the use of research can help in- 
crease the effectiveness of adver- 
tising, he showed examples of low- 
rated ads (with figures from the 
Continuing Study of Newspaper 
Reading) which had been re- 
vamped by the agency concerned 
and re-run with spectacular in- 


ranging | 


questionnaire to the most compli- | 


NEW PRESIDENT STARTS—Clarence Harding (right), South Bend Tribune, new presi- 

dent of National Newspaper Promotion Assn., starts his official duties with a chat 

with Court Conlee (left), Milwaukee Journal, and Louis Hausman, vice-president of 
Col ision. 


hic B A, 


Br ting System, who spoke to the ne 


paper men on 


creases in readership. 


@ Ideally, he declared, advertis- 
ing and media should be measured 
in terms of ultimate sales. “While 
we can gauge to some extent the 
effectiveness of advertising and 
media from inquiries, coupons, 
sales leads and similar methods, 
these alone are not sufficiently re- 


| liabl-. However, until we find out 


how to determine accurately the 


ultimate sales results of a given| 


advertisement, we would be short- 
sighted indeed if we did not make 
full use of the measuring devices 
already at hand.” 

At present, he told the ACA 
meeting, “we are beginning to get 
important facts on Sunday news- 
papers, including data on wide 
variations in the readership of dif- 
ferent sections of the same paper. 
We also have interesting evidence 
on the differences in readership 
between the national newspaper 
magazine sections and locally ed- 
ited sections.” 


ALBUQU 


POPULATION 


‘ THE KOB-BMB MARKET 

THE KOB-BMB MARKET comprises all New 
Mexico plus 58 counties in 7 additional states. 
1,253,012 — more than in 
Baltimore. RADIO HOMES 314,454 — more 
than in Minneapolis-St. Paul. RETAIL SALES 
$1,015,763,000.00 — comparable to Boston. 

EFFECTIVE BUYING INCOME $1,298,580,- 
000.00 — more than Fort Worth and Dallas 
combined. FARM AND RANCH BUYING IN- 
COME $441,329,000.00 — more than ‘‘en- 


ERQUE, 


ATLANTA 


KOB ... KOB-TV— 


NEW MEXICO 


ARE NOW REPRESENTED NATIONALLY BY 


THE BRANHAM CO. 


CHICAGO NEW YORK 
DETROIT MEMPHIS LOS ANGELES ST. LOUIS SAN FRANCISCO 


CHARLOTTE 


tire’ retail sales in coverage area of any com- 
petitive station. Only KOB can produce effec- 
tive advertising results in the expansively rich, 
plus-billion dollar KOB-BMB market. 


KOB-TV is the first and only Television Sta- 
tion in New Mexico. Serves 8,000 TV Homes 
in Albuquerque and Central New Mexico with 
NB&C, CBS, ABC, Dumont and local programs. 
Dozens of National, Local and Network ad- 
vertisers attest to KOB-TV results. 


KOB ==: KOB-TV =: 


DALLAS 


KOB-TV 


In reply to a question from the 
floor, Mr. Lehman said that he 
anticipates a revision of the re- 
search foundation’s by-laws to 
permit the ARF to validate studies 
made by individual publications. 


es Eric M. Wilson, director of ad- 
vertising for the Montreal Star, 
outlined the procedures for making 
one of the continuing studies and 
said that enough evidence is avail- 


able from the 139 studies which | 


have been made thus far to deter- 
mine variations in readership of 
given departments during three 
eras—prewar, wartime and post- 
war. 

For example, he said, “editor- 
ials get higher readership during 
wartime, while comics, society and 
sports items undergo varying de- 
grees of readership loss. The pat- 
tern changes, however, during the 
postwar years.” 

Except for classified advertis- 
ing, the size of the city seems to 
have little effect on the percentage 
of people who read any newspa- 
per advertising, he continued. 
Classified readership increases as 
the city size decreases. 


s Following a review of results 


obtained in the recent readership | 


study of the Montreal Star, Mr. 
Wilson said that although local ads 
obtain high ratings in comparison 
with national ads, “I think we are 
dealing with two entirely different 
types of advertising, each with a 
separate purpose. Department 
store and food chain store adver- 


tisements are geared for imme- | 
diate selling... 
“On the other hand, I believe 


that national advertising is a long- 
term proposition and it is the oft- 
repeated message that makes the 
impression. Somewhere along the 


| line there comes a point where the 


advertiser's product becomes fixed 
in the mind of the reader and he 
becomes a purchaser. 


“Therefore, when one sees a 


| lower rating for national adver- 
| tisements as compared with de- 


partment and chain stores, he 
should not be stampeded into 
thinking that nobody reads the na- 
tional ads. Very often, when one 
sees an advertisement frequently, 
it registers on the sub-conscious 
rather than on the conscious 
mind.” 


@ In the afternoon session, A. C. 
Nielsen, president of A. C. Nielsen 
Co., Chicago, reviewed the devel- 
opment of his company’s activities 
in Canada, the principles on which 
his organization’s store audits are 
based, and the types of information 
obtained through the audits. 

The Nielsen Food-Drug Index 
records show, he said, that there 
is “a far higher percentage of 
failures than of successes where 
companies, established in one field, 
have invaded a non-related field. 
Even in closely related fields (i. e., 
toothpaste to tooth powder, hair 
tonics to shampoos, 


all-purpose | 
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| ete.), the number of outstanding 
| successful invasions appearing on 
|; our records has been quite small.” 

The main reasons for this, he 

continued, are the failure of the 
manufacturer to gauge competitive 
conditions exhaustively and ac- 
| curately and a failure to properly 
| appraise the power of an orig- 
|inator’s advantages. 

Nielsen records suggest, he de- 
clared, “that, in general, it is bet- 
ter to pioneer a new product of 
substantially improved or differ- 
ent characteristics than to imitate 
a successful competitor.” 


@ In the afternoon of “research 
day” at the convention, the ACA 
members heard a series of case 
histories involving the use of mar- 
ket research from J. H. Sunley, 
sales promotion manager of Amer- 
ican Can Co., Hamilton, Ont.; Hen- 
ry King, research manager of 
Cockfield, Brown & Co., Montreal, 
and Jack Genser, assistant general 
manager of Steinberg’s Wholesale 
Groceterias Ltd., Montreal. 

Mr. Sunley described how 
American Can evolved an im- 
| proved container for jams for its 
| customers after a step-by-step in- 
| vestigation of cans formerly sup- 
plied and of housewives’ reaction 
to them. He said that the company 
also does consumer exploratory 
| studies. Typical is a comprehensive 
review of the potential market for 
fruit and vegetable juices, which 
is about to be released. 


| 
| 


e Mr. King cited the contribu- 
tions made by market research to 
the Canadian ad campaign de- 
signed to attract more American 
tourists. For example, the agency 
found that almost no Canadian 
visitors come from the Deep South. 
Other checks turned up the most 
important reasons why Americans 
visit Canada, all of which have 
been used successfully in cam- 
paign advertisements. 

Mr. Genser described how his 
organization used market research 
techniques each step of the way 
during a changeover from service 
meat counters to self-service pre- 
packaged meats. 

He said that supermarket oper- 
jators are becoming increasingly 
; concerned over the need to per- 
sonalize self-service operations. 
“Food store men are beginning 
to realize that they have lost con- 
tact with the customer,” he said. 
As a result, supermarkets are em- 
ploying hostesses, setting up cour- 


ZIPMASTER 


THE PERFECT SALES KIT 
COMBINES A RING BINDER DISPLAY 
UNIT WITH HANDY ZIPPER CASE 
Attracts and holds prospect's atten- 
tion by setting up sales material at a 
30° angle when he is standing, or 
a 60° angle when he is sitting. Two 
pockets hold order pad, circulars, 
etc. Weatherproof zipper closure. 


SEND FOR FREE 


FOLDER 


| Sales Toots, Inc. 


1220 West Madison Street 


a CHICAGO 7, ILL. 
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tesy booths and nurseries and ex- | 
perimenting with a host of other 
ideas for regaining personal con- 
tact with their customers. 


e H. H. Rimmer of Canadian Gen- 
eral Electric Co., Toronto, and 
chairman of the Canadian Adver- 
tising Research Foundation, re- 
viewed the growth and develop- | 
ment of validated research proce- 
dures and the growth of organiza- 
tions to conduct validated! 
research. 

“I am sure,” he asserted, “that | 
I voice the sentiments of both 
agencies and advertisers when I} 
state that we welcome ail forms of 
advertising research, but deplore 
receiving obviously expensive)! 
studies—supposedly for our guid- | 
ance in purchasing advertising— | 
in which we had no part in stating | 
beforehand the type of informa-| 
tion useful to us, and the form in | 
which we can most profitably put 
it to use.” 


e Mr. Rimmer then introduced | 
Mark Napier of J. Walter Thomp- 
son Co., Toronto, and vice-chair- 
man of the Canadian Advertising 
Research Foundation, who outlined 
the procedures used by the foun- 
dation in conducting research pro- 
jects. 

“If we are not doing it right,” 
he concluded, “fire us, but if we 
are doing it right, please make it 
clear to people who are trying to 
sell you space or time on the ba- 
sis of hope and enthusiasm—rather 
than established facts—that in this 
day and age neither hope nor 
enthusiasm takes the place of in- 
formation and that you have a 
strong prejudice in favor of infor- 
mation that has been validated by 
your own representatives.” 


Hagey Elected Head 
of Canadian Admen 


TorRONTO, May 3—The Assn. of 
Canadian Advertisers elected J. G. 
Hagey, advertising manager of the 
B. F. Goodrich Rubber Co. of Can- 
ada, president of the association 
for 1951-52. 

He succeeds Lee Trenholm, man- 
ager of public relations, Provincia! 
Paper Ltd., Toronto. 

H. T. Venning, 
vice-president for 
sales, Shirriff's 
Ltd.. Toronto, 
was elected exec- 
utive vice-presi- 
dent of the ACA, 
and R. E. Sewell, 
vice-president of 


Coca-Cola Ltd. 
Toronto, is the 
new ACA vice- 
J. G. Hagey president and 
treasurer, 


Vice-presidents include Robert 
E. Day, president of Bulova Watch 
Co. Ltd., Toronto; John O. Ritt, ad 
manager of Canadian Fairbanks- 
Morse Co. Ltd., Montreal; R. C. 
Scrivener, ad manager of Bell 
Telephone Co. of Canada, Mon- 
treal, and R. R. McIntosh, vice- 
president of General Foods Ltd., 
Toronto. 
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Last Minute News Flashes 


Lever Schedules Radio Premium Offer 


New York, May 4—Lever Bros. Co. breaks a “buy two” radio offer 
on May 28. The offer: A pair of women’s rain sandals worth $1.75 for 
75¢ and two box tops from Rinso, Spry, Lux, Surf, Silver Dust, Life- 
buoy, Lux toilet soap or Swan soap. Plugs will be given the promotion 
on Arthur Godfrey’s show, “Lux Radio Theater,” “Aunt Jenny,” “Big 
Town” and “My Friend Irma,” as well as in the Surf spot campaign. 
Ads in business papers, mostly pages and spreads, will also be used. The 
promotion will be handled by Ruthrauff & Ryan, and run through June. 


Crook Drops International Milling Account 

Da.tias, May 4—Crook Advertising here will resign the account of 
International Milling Co., Minneapolis, upon fulfillment of present 
commitments. A new agency will be picked at an executive meeting 
May 21. The move was “not wholly unexpected,” a spokesman for the 
flour company said. Crook handles southern advertising for this Robin 
Hood flour account. H. W. Kastor & Sons, Chicago, is the agency for 
other areas. 


ANA Asks Outdoor Operators to Audit Plants 


New York, May 4—The Assn. of National Advertisers, through its 
outdoor steering committee, forwarded a resolution today to poster 
plant operators, urging them to have audits of their plants conducted 
by the Traffic Audit Bureau, on a statewide basis. Ralph H. Harring- 
ton, General Tire & Rubber Co., chairman of the committee, noted that 
more outdoor audits have been applied for in the past four months than 
in the preceding 18. Most plants audited are in large cities, and the 
need remains in smaller areas (under 50,000 population) . 


Kelvinator Signs ‘Teen Club’; Other Late News 


e Nash-Kelvinator Corp., Detroit, will sponsor the “Paul Whiteman 
Teen Club” (ABC-TV), starting June 9, from 8 to 9 p. m., EDT, through 
Geyer, Newell & Ganger. 


e Procter & Gamble Co. will begin a unique premium promotion this 
weekend, offering six pocket books (assorted titles) for 50¢ and a box 
top from Duz, Ivory soap or Ivory flakes. The company will send the 
books to any serviceman or to veterans’ hospitals. The offer will be 


promoted by daytime radio, television, magazines, and newspaper sup-| thing they read about in the pa- 


plements and comics sections, through Compton Advertising. 


e A combination of format difficulties and the latest TV rate increases 
are credited with being responsible for Anchor-Hocking Glass Corp.'s 
decision to drop Monday and Wednesday from the five-a-week schedule 
of “Broadway Open House.” William H. Weintraub & Co. is the agency 
ior the show, which is co-sponsored by brewing companies. Effective 
May 25, there will be major talent revision on the remaining nights of 
the week with Jack Leonard set to replace emcee Jerry Lester, whose 
feud with the program’s female star, Dagmar, is a favorite topic of con- 
versation in television circles. 


@ Quaker Oats Co. in July will add a half-hour to its present 1%-hour 
weekly radio schedule over Mutual. The new time period—Saturday at 
5:30 p.m., local time—will be filled by “Challenge of the Yukon.” A 
Sunday version of the same adventure series will replace Roy Rogers, 
now sponsored over MBS by Quaker Oats, effective July 1. Sherman 
& Marquette is the agency. 


e Edward R. Taylor, general sales manager of Hotpoint Inc., Chicago, 
has been elected vice-president in charge of marketing policies. 


e Paul Watts, formerly general sales manager of Skilsaw Inc., Chicago, 
has been elected vice-president in charge of sales. 


Lurie Heads East for Final Negotiations 
to Buy $25,000,000 Worth of Warner Bros. 


New York, May 4—Louis R. yet, but we are interested in dis- 


Wuire Pains, N. Y., May 3—} 
Harry Schwarzchild, 66, business | 
manager of American Brewer, died 
here April 27 after a brief illness. 

Born in Waterbury, Conn., Mr. | 
Schwarzchild was instrumental in 
founding numerous business pa- 
pers, including Air Transportation, 
Envelope Industry, Shoe Findings 
and Spirits. He came out of retire- 
ment in 1943 to join American 
Brewer and was active in the 
brewing industry. 


‘Park East’ Raises Rates 

Park East, New York magazine, 
has raised its b&w page rates from 
$400 to $500 on the basis of new 
paid circulation guarantee of over 


Lurie, San Francisco financier and 
realtor, is due here Monday (May 
7) for what he expects to be the 
completion of negotiations for the 
purchase of the controlling inter- 
est of Warner Bros. by a syndicate 
he heads. 

The three brothers—Harry, 
Jack L. and Albert Warner—re- 
portedly control 24% of the 6,800,- 
000 shares of stock outstanding 
in the pioneer motion picture pro- 
duction and theater operating com- 
pany. Harry, president of the com- 
pany, this week told the New York 
Times he and his brothers were 
willing to retire from the busi- 
ness “if somebody makes the right 
offer.” 

In San Francisco, Mr. Lurie in- 
dicated $25,000,000 had been agreed 
upon as a price for the stock. The 
company’s gross assets are es- 
timated at $166,000,000. 


e Mr. Lurie personally is willing 
to invest from $5,000,000 to $7,- 


posing of our stock if the right 
fellow comes across. We have been 
told already that we have to get 
out of one end of the business.” 

This was a reference to the 
Justice Department's anti-trust 
suit against the five major film 
companies requiring them to set 
up separate companies to handle 
their producing and theater-oper- 
ating activities. Paramount and 
RKO have already carried out this 
ruling under consent decree settle- 
ments. Warner has two years to 
comply with the terms of its de- 
cree. 


e@ The syndicate plans to sell War- 
ner’s 436 theaters, located in 18 
states and the District of Columbia, 
and to operate the company as a 
producer and distributor of mo- 


| tion pictures. That this would in- 


clude production for television was 
indicated by Mr. Lurie. 

Mr. Lurie also dropped the hint 
that Louis B. Mayer, former head 


500,000 in the company. Among | ° Metro-Goldwyn-Mayer, might 


the other members of the syndicate 
are: Transamerica Corp., Nathan | 


Cummings, Chicago wholesale 
grocery distributor, 


Allen and Samuel 


was indicated that the full $25,- 
000,000 has been pledged. 


“If he has got the money—$25,- | 
000,000 is an agreeable price—the | 


chances are he can make a deal,” 
Mr. Warner said. “Actually there 
has been nothing but a lot of talk 


ae 7 Sa 


join forces with the reorganized 
firm, although he is not “in the 
picture” so far as the purchase of 


and Charles | controlling interest is concerned. 
Ungerleider, | 
New York investment brokers. It) 


Eclipse-Pioneer Names Wolt 


Charles A. Wolf, chief sales en- 
gineer for Eclipse-Pioneer division 


|}of Bendix Aviation Corp., Teter- 
boro, N. J., has been appointed sales 


manager, succeeding George A. 
Lewthwaite, recently named gen- 
eral manager of Bendix’ Pioneer 
Central division, Davenport, Ia. 


NBC Cuts Rates 
Almost Exactly 
As Columbia Did 


(Continued from Page 1) 
date is July 1—the date set by) 
CBS. | 

A 15% reduction was made for | 
periods between 8 and 10 p.m.,| 
New York time, and a 10% reduc- | 
tion for all other periods after | 
p.m., New York time. (CBS’ 15% 
reduction covers the 8 to 10:30 
p.m. time period.) There have 
been some revisions of discount ar- 
rangements in the morning hours, 
but they all add up to the same 
price for the advertiser. 


es From the station point of view 
the changes involve a 10% cut on 
all network business, morning as 
well as afternoon. This means, in 
effect, that the network is ab- 
sorbing a part of the reduction in 
the evening, and asking stations 
to reciprocate by taking a 10% re- 
duction in the morning. 

Stations were informed of the 
rate decision in a closed circuit 
talk by Joseph McConnell, NBC 
president. Since 90 days’ prior 
notice was not given, the procedure 
requires NBC to ask the stations for 
approval. NBC is expected to en- 
counter gripes from affiliates, par- 
ticularly in markets where tele- 
vision competition is just some- 


pers, but nothing like the serious 
opposition which prevented the 
network from cutting rates last 
December. 


@ At that time, NBC proposed re- 
ductions only in television markets 
—depending on the strength of 
sight and sound broadcasting in 
each area. The decreases an- 
nounced today, like those of CBS, 
apply to all stations. In a press re- 
lease, the network explained: “All 
stations will benefit equally by in- 
creased business to be achieved by 
the new rates.” 

NBC explained the move to its 
Stations as a necessary one “to put 
the NBC network on a par with 
competitive rates and to insure for 
it a healthy economic future.” 

Also reflecting AM’'s financial 
plight was an order which went 
out this week to all departments in 
NBC's radio division to cut ex- 
penses wherever possible. The net- 
work declined to indicate how 
many people will find themselves 
out of work as a result of this 
economy drive. 


@ Meanwhile, the special affiliates 
committee was receiving an im- 
pressive amount of mail as a re- 
sult of its suggestion that a per- 
manent affiliates group be set up 
“to reestablish the efficacy of ra- 
dio as an advertising medium” 
(AA, April 30). This course of ac- 
tion was recommended after a se- 
ries of meetings here late last 
month. 

The committee, which resulted 
from a spontaneous meeting after 
the announcement of the CBS rate 
cut at the broadcasters’ convention 
in Chicago, will meet again May 15 
to see if local station operators 
have given it a mandate to go 
ahead with the plan “to prevent a 
debacle in the radio industry.” Af- 
filiates have been asked to let their 
feelings on the subject be known 
and to contribute if they are in 
favor. 

At the week's end, there was no 


indication how many of the let- 
ters, which will be studied by the 
committee at its next meeting, 


were pro and how many con. | 


@ Paul Morency of WTIC, Hart- 
ford, chairman of the group, told 
AA he had received many phone 
calls from broadcasters—"“all very 
approving in nature.” He added 
thoughtfully: “Maybe those who) 
aren't in favor didn’t bother to 
call.” 


81 


Should the group get sufficient 
support to go ahead with its plan, 
the first step toward a permanent 
organization will be incorporation. 
Then, he indicated, there will 
probably be a general meeting, to 
which all supporting stations will 
be invited, to name the permanent 
officers. 

Mr. Morency believes one of the 
major projects of such a group 
should be to decide how radio can 
best capitalize on some of its long 
neglected assets. He feels it is time 
to put radio's admittedly sizable 
out-of-home audience to use as a 
sales tool. Another important fac- 
tor to be considered is second, third 
and fourth set listening. 


@ Like many broadcasters, the 
Connecticut executive considers 
now a good time to explore the 
relative value of ratings. 

“For years there have been pro- 
grams on the air, which were not 
outstanding in the rating books, 
but terrific as a sales force. Mary 
Margaret McBride (WJZ) in New 
York is an example. If I were 
Steinway and sponsoring a show, 
I wouldn't care if only 100 people 
heard it, if 50 of them went out 
and bought a Steinway piano. 
Maybe we need to give greater 
consideration to beamed program 
technique.” 

When asked how a permanent 
affiliates organization would fit in- 
to the board promotion plans of 
the revitalized Broadcast Adv¥ir- 
tising Bureau, which also is 
interested in developing new 
better sales data for radio, 
Morency said 

“Perhaps we could develop 
fields and problems we want 
plored and turn the actual jc 
doing it over to BAB.” 

The proposed new organiz 
will not spend time and m 
duplicating services already 
performed by BAB, he added. 


@ Elsewhere in the country, t 
were reports that broadcasters 
only were holding the price 
but were raising it. WNOX, K 
ville, Tenn., announced its t 
rate increase in the last 
months. The 10,000-watt CBS 
filiate hiked its day and night 
rates 10% last November 
made other upward revisions 
April 1. 

The new increases, to be e 
tive July 1, were made, as the 
tion phrased it in an ad, becaus@of 
“more listeners than ever (Knox- 
ville sets-in-use at alltime high— 
no television competition), higher 
Hoopers than ever (among the 
highest in the country), bigger 
market than ever, and more ad- 
vertisers than ever (with many 
waiting for vacancies) .” 


@ The badgered broadcasters also 
are encountering rate troubles 
from another source since a major 
agency made a direct pitch for 
lower spot rates—a source of 
revenue which has kept the local 
station operator from feeling the 
pinch of the decline in network 
business 
Marschalk & Pratt, the agency 
which spot books the “Esso Report- 
er” on approximately 52 stations, 
has forwarded a letter to the sta- 
tions carrying the show saying: 
“We feel very strongly, too, that 
in addition to network rates, spot 
rates should be reduced also.” 
The agency asked to be informed 
on this matter, “so that we may 
have some idea of our costs for the 
‘Esso Reporter’ for the balance of 
this year and how it will affect 
our thinking for the 1952 budget.” 
At midweek, Marschalk & Pratt's 
letter had been acknowledged by 
more than half of the stations. The 
agency declined to reveal the tone 
of the replies, but the general im- 
pression was that the stations were 
in no hurry to promise a reduction. 
In some markets, the stations in- 
dicated they had already an- 
nounced plans for rate increases. 
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Canadian Advertisers Told to Prepare 
for Half-War, Half-Peace Economy 


(Continued from Page 1) 
strength is built.” 

While industrial and professiona! 
publications serve special fields 
intelligently, he continued, man- 
ufacturers know more about their 
products and production methods 
than anyone else. It is logical, 
therefore, he observed, for the 
manufacturers to use all kinds of 
advertising—technical _ literature, 
house organs, direct mail, posters, 
trade publications and motion pic- 
tures to help industry in training 
new people to staff an expanded 
production machine 


s “If we are to successfully employ 
advertising in furthering the at- 
tainment of our current goals in 
this national emergency, then I be- 
lieve a new set of standards must 
be determined. I therefore suggest 


ts today’s biggest trend in 
nailed saies-appeal! Smart man- 
facturers are putting potent, 
ramatic sales messages on rec- 
ords to talk intimately, 
persuasively to retailers and dis- 
tributors—all at once —by mail 
at amazingly low cost! 


RCA has had plenty to do with 
the idea's phenomenal success. RCA 
pioneered in the use of small, non- 
breakable, “mailable” plastic rec- 
ords. RCA has brought record 
fidelity to true-to-life perfection, un- 
marred by surface noise, giving your 
recorded “salesmen” a unique and 
effective approach. 


RCA offers the 6%-inch “SPIN- 
NER,” 1 minute and 40 seconds of 
seli per side . . . and the 10-inch 
“PROMOTER” for longer mes- 
sages up to 3 minutes and 15 sec- 
onds per side. Consider their value 
to you! Contact an RCA Recording 
Studio today, Dept. P-S5. 

630 Pitth Ave. 
New York 20, New York 
JUdson 2-5011 
445 North Lake Shore Drive 
Chicago 11, Illinois 
Whitehall 4-3215 
1016 North Sycamore Avenue 
Hollywood 38, California 
Hillside 5171 


custom 


DP 
65 
oe 
CO 
DN 
‘ 


Radio Corporation of America 
RCA Victor Division \ 


this yardstick for your considera- 
lion: 

“1. Does your advertising help 
to train those people who will be 
called upon to use your product? 

“2. Does your advertising help 
to educate potential users as to the 
quality and utility of your prod- 
uct? 

“3. Does your advertising sell 
useful ideas-—for example, a better 
and faster way to do something? 

“4. Does your advertising offer 
a new product and adequately fea- 
ture its advantages? 

“5. Does your advertising offer 
specialized service to better help 
those using your product to attain 
their objective? 

“6. Does your advertising pro- 
vide information that will help 
customers maintain and preserve 
their present equipment? 

“In short, does your 
ing contribute to joint 
productivity?” 


advertis- | 
national 


|; ment’ 


e If North American business men 
hope to preserve their economic | 
system, it will be necessary to do| 
more than merely talk about the | 
virtues of free enterprise, accord- | 
ing to Dr. E. B. Hinckley, president 


of Babson Institute of Business 
Administration, Babson _ Park, 
Mass. 


“We talk glibly of ‘selling’ free! 
enterprise to our constituency,” he 
told the ACA. “But it isn’t a ques- 
tion of selling, for selling implies | 
an exchange of money for Zoods. | 
We've used the word ‘selling’ far | 
too loosely to cover exchanges of | 
information, exchanges of opinion, | 
exchanges of points of view, ex- | 
changes of attitudes. 

“What we are really seeking— | 
the confidence of our customer, | 
John Q. Public—is not to be se- 
cured by the promise of material | 
gain, but, in the last analysis, by | 
the promise of an influential part 
for the common man to play in a| 
nationwide enterprise for the com- | 
mon good of all...Throughout the | 
history of the world, ideas have} 
been the most potent movers of | 
men. Modern man is no excep-| 
tion. . . 


e “What I would like to propose 
is a new declaration of industrial | 
independence—a bill of industrial 
rights—a new industrial constitu- 
tion—written by industrial states- | 


men of the caliber of Franklin and 
Jefferson for the mid-years of the | 
20th century. 

“Let us continue our documen- | 
tary films, our speeches on free! 
enterprise, our leaflets, brochures, 
and booklets describing the advan- 
tages of the free enterprise system 
to school children,” he said, but 
he insisted that a “logical dia- 
gram...will be a living thing as- 
serting itself with growing inten- 
sity. 

“And the advertising or public 
relations man is the man to do the 
job, to blueprint future policy... 
I would like to suggest that you 
call together a constitutional con- 
vention to frame an industrial con- 
stitution for North American busi- 
ness.” 

Such a_ constitution, he ex- 
plained, ought to be an attempt to 
describe a set of common values 
which give meaning and purpose 
to our society; which can be ex- 
pressed symbolically; which fit to- 
day’s situation and can be linked 
to the historic past; which do not 
outrage reason, and which have 
emotional appeal. 


e In his talk on the “Canadian 
Economic climate,” James Stewart, 


| general manager of the Canadian 


Bank of Commerce, said that com- 
munications media have success- 
fully cultivated the idea “that you 
should get more of something, or 


oy 


NEW LINEUP—The annual meeting of Canadion Daily Newspapers Assn. in Toronto 
in April saw a new board of officers elected. Left to right: Walter MacDonald, pub- 
lisher of the Edmonton Journal, 2nd vice-president; E. C. Whitehead of the Daily Sun, 
Brandon, Man., president; Allan Holmes, director of the Reporter, Galt, Ont., vice- 
president. At far right is retiring president Roy H. Thomson, who heads the Thomson 

Dailies. ; 


even more of everything.” 

“Perhaps in the immediate past,” 
he continued, “the creation of a 
‘demand hungry’ economy was 
justified, since our government 
had subscribed to a ‘full employ- 
philosophy. Certainly, de- 
mands—effectively expressed in 
the market place—serve, in part 
at least, to create jobs, and jobs 
are the equivalent of disposable 
purchasing power.” 

However, in the present part 
war, part peace situation, Mr 
Stewart said, “we must divert part 
of our productive capacities to 
military production. 

“In an economy limited, in the 
short run, in its capacity to pro- 
duce everything we want, in abun- 
dance, can we slow up the momen- 
tum generated through the idea of 
more? 


e “Can we as an economy sell, in 
time to be effective, the idea of a 
little less for domestic consump- 
tion? This is a problem of com- 
munication 

“The Canadian people,” Mr. 
Stewart asserted, “now are in a 
period of choice...in the light of 
recent government decisions, it 
is obvious that for the next year 
or so we will have to pull in our 
belts...we are deceiving ourselves 
if we casually ignore the tasks 
ahead.” 

Business men, he said, know in 
general that “keeping things in 


| balance” is one of the most ever- 


present and impressive essentials 
of our every-day economic life. 

“Nevertheless, we are not suf- 
ficiently aware of how this bears 
on the problems and pitfalls of an 
economy gearing for preparedness. 
Because in our peacetime economy 
all these balancings are the ‘si- 
lently self-regulating’ work of a 
free-market system, we come to 
the balancing problems of govern- 
ment buying, and in some instances 
controlled production schedules, 
with too little understanding and 
appreciation of the challenge they 
present. 


gs “Our aim,” Mr. Stewart asserted, 
“must be to achieve the best pos- 
sible balance between military and 
civilian categories and within each 
of these. Current consumption, 
capital maintenance, and capital 
expansion must be wisely balanced 
against each other, as must the in- 
numerable competing needs with- 
in each of these board sectors.” 
He declared that “you who have 
played a part (perhaps a major 
part) in creating a ‘demand hun- 
gry economy,’ have done an ex- 
cellent job. Under the changing 
conditions brought about by par- 
tial peace—by the national need 
for preparedness—your job 
changes in complexion, and pre- 
sents a challenge. For the time be- 
ing, you must ‘sell restraint.’ I say 
‘for the time being’ advisedly, be- 
cause I think we are in a passing 
phase which, when it is over, will 
be followed by a return to the for- 
ward march that we have wit- 


nessed (and enjoyed) in the past 
few years.” 


a J. R. Petrie, director of re- 
search for the Canadian Tax Foun- 
dation, discussed the effect of new 
taxes on marketing practices. He 
reviewed the development of in- 
flationary pressures and the meth- 
ods which have been employed to 
bring them under control, includ- 
ing increased taxation. 

“The Canadian economy,” he 
said, “is so closely linked to the 
U.S. economy that inflation in that 
country is bound to be reflected 
in the Canadian price structure.” 
But he contended that the key in- 


flationary pressures at work in 
Canada are internal. “The actual 
pressure points,” he continued, 


“have been unusually heavy con- 
sumer purchases of durable goods, 
precautionary stock piling of in- 
ventories by business, and acceler- 
ated capital expansion. 

“In short, business men and 
consumers have anticipated short- 
ages and future price increases of 
forward buying, and this anticipa- 
tion has of itself precipitated ser- 
ious inflationary pressures before 


they would otherwise have ap- 
peared.” 
To control inflation, he said, 


there are several possible alterna- 
tives, and “the choice is one of two 
evils.” 


es Thus far, Canada has employed 
credit restrictions and taxation of 
consumers. Mr. Petrie suggested 
that more consideration be given 
to extension of commodity taxes. 

The use of fiscal and monetary 
policies, rather than direct con- 
trols, to fight inflation, Mr. Petrie 
declared, has one definite advan- 
tage. “It seems certain,” he said, 
“that some of the new taxes will 
disrupt the market for certain 
goods. They are meant to. These 
taxes strike directly at the pres- 
sures that are causing price in- 
creases, and they leave the price 
system free to regulate the dis- 
tribution of goods. 

“So long as free prices prevail 
in a free market, no producers are 
excluded from that market. Price 
competition can still reward the 
efficient producers, and the in- 
terplay of demand and supply will 
determine prices, the amount of 
goods produced, and the quantity 
consumed. 


e “The Canadian government’s 
policy is, to say the least, bold and 
courageous in the face of popular 
demand for direct controls. ..but 
policy of this kind is not easy to 
rationalize. For that reason, an 
intensive educational program ap- 
pears necessary.” 

Emphasis, he continued, should 
be placed on the need to save, the 
need for increased productivity, 
and the likelihood that fiscal and 
monetary policy can really be ef- 
fective in curbing inflation. These 
points should be hammered home. 
Free people must work harder and 
longer—that is the price of free- 
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dom. 

“If we can now attain the neces- 
sary community of self-discipline, 
Canada will have demonstrated 
conclusively that a free price sys- 
tem and economic stability are by 
no means incompatible, even under 
the stress created by world revolu- 
tion. This is our opportunity to 
show the world that we are an 
adult and mature people capable of 
national unity in a time of grave 
crisis.” 


e Dr. Robert M. Hutchins, asso- 
ciate director of the Ford Founda- 
tion, took several sharp jabs at 
radio during the ACA meeting. 

Dr. Hutchins said that Columbia 
Broadcasting System's vice-presi- 
dent Victor Ratner had proposed. 
in effect, that education should re- 
make the public so as to help it 
fend off the influences of mass 
communications media. 

Mr. Ratner had said that criti- 
cisms of radio “are really criticisms 
of the American educational sys- 
tem for not raising the cultural 
level of Americans; for not getting 
them interested in the better things 
when they are young. Radio then 
gets the blame for this failure.” 

Dr. Hutchins, however, ques- 
tioned the ability of the educa- 
tional system to affect the state of 
mind of the public. 

“It does not seem an exaggera- 
tion to say that a system of uni- 
versal free compulsory education, 
however expensive or prolonged, 
cannot do more than try to give 
the people what they want already. 
| It cannot make them want some- 
thing different,” he said. 


|@ There are other answers to Mr. 
| Ratner, Dr. Hutchins declared. 

“There is no inherent reason 
why the American radio should be 
conducted for profit; and there is 
no reason why it should be con- 
ducted as it is, even if it is con- 
ducted for profit. To give all the 
best time to vaudeville and all the 
rest to soap opera is a crime for 
which the fine music that comes 
occasionally over the air cannot 
atone. 

“Why should Mr. Ratner demand 
that the educational system do for 
him something he could at least 
in part achieve himself? A man 
who has a monopoly, and then sells 
shoddy merchandise, can hardly 
blame the low taste of the public 
or the ineffectiveness of its edu- 
cational system for his prosperity. 
The public has nowhere to turn. 

“Mr. Ratner has no monopoly, 
but he and his colleagues in other 
broadcasting companies are so 
busy imitating one another that 
what the listener finds on one sta- 
tion he will find on another; and, 
if he does not like what he finds, 

| must turn his radio off altogether.” 


Lists Direct Mail Volume 

Dollar volume of direct mail 
advertising during the first three 
months of 1951 was $265,448,479, 
according to the Direct Mail Ad- 
vertising Assn., New York. This 
represents a gain of 14.7% over 
the corresponding figure for 1950, 
the report notes. For March, 1951, 
the association repor:s a dollar 
volume of $94,396,448, a gain of 
more than 17% over February, 
and a gain of 13% over March, 
1950. 


Bailey, Doolan Named 


Ray T. Bailey, assistant adver- 
tising manager of Borden Co.'s 
special products division, has been 
appointed advertising manager of 
the dog food department in New 
York. James G. Doolan. formerly 
with Allied Molasses Co., Perth 
Amboy, N. J., has joined Borden 
as coordinator of grocery dog food 
promotion. 


Miss Brady Appointed 


Lillian Mae Brady, formerly as- 
sistant advertising manager of 
John Gerber Co., Memphis, has 
been named production manager 
of Vosse & Bicke Advertising 
there. 
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Advertising Age, May 7, 


YOUNG AND OLD—H. S. Gardner (left), 


board chairman of Gardner Advertising 


Co., St. Lovis, and one of the oldest admen attending the recent Four A's session, 
takes some sun and conversation with one of the youngest, Henry T. Ewald Jr., 
Campbell-Ewald Co., Detroit. 


1S THAT SO?—Whaotever Thomas D’A. Brophy (left), Kenyon & Eckhardt board chair- 


mon, was soying, during this formal session at the recent American Assn. 


of Ad- 


vertising Agencies’ meeting, had Fronk Stanton, president of CBS, and Mrs. Stanton, 


completely 


absorbed. 


Wachtel Cites Importance of Brand Names 
in Periods of Shortages and Inflation 


New York, May 2—Brand names 
will loom increasingly larger on 
the marketing horizon in the chal- 
lenging business years ahead, W. 
W. Wachtel, president of Calvert 
Distillers Corp. and chairman of 
the executive committee of Brand 
Names Foundation, predicted here 
last week. 

Speaking before the Metropol- 
itan Student Marketing Confer- 
ence, sponsored by the American 
Marketing Assn., at New York 
University, Mr. Wachtel said 
marketing, not production, has 
made America great, and the “de- 
velopment of our present high 
standard of living is closely al- 
lied to the marketing of brand 
names.” 

Marketing of well known brand 
names is important in the control 
of inflation, he said, “because 
standard brands always resist the 
pressures of higher costs and 
shortages of materials, and are the 
last commodities upon which 
prices are increased or quality is 
lowered.” He pointed out that 
through fair trade, which promotes 
competition, brand names also 
represent a great force in the pres- 
ervation of free enterprise. 


e Mr. Wachtel told the several 
hundred marketing students pres- 
ent that business conditions today 
necessitate “harder selling and 
larger advertising budgets, in the 
interests of protecting the standard 
of living gains made in the past 
ten years.” 
The Calvert president urged bet- 
ter cooperation between business 
} and education as a means of im- 
proving marketing practices and 
procedures. He specifically recom- 
mended more “lend leasing” of 
marketing students to business by 
having them visit plants aad of- 
fices to study first-hand the appli- 
cation of marketing and merchar.- 
| dising methods. 
$ Discussing marketing under 


ae Fee 


shortage conditions, he said there 
should be no letup in selling to 
get new customers. “The cemetery 
is full of brands that gave up a/- 
vertising during the years of war 
shortage when they should have 
increased budgets to make up for 
the loss of impact which results 
from a smaller circulation of the 
label at the point of retail sale,” 
he said. 

The conference consisted of a 
morning session devoted to an ir.- 
formal discussion of careers, em- 
ployment opportunities and voca- 
tional guidance in marketing. 


Speakers in the afternoon, be-| 


sides Mr. Wachtel, included 
George McMillan, vice-president 
of Bristol-Myers Co.; 


yon & Eckhardt; George Hansen, 


Thomas | 
Brophy, board chairman of Ken-| 


Grace Co. Explores 
S. American Market 
| for More U. S. Goods 


New York, May i—Edward 
| Gustave Jacobsson, package de- 
signer, leaves May 8 for South 
America, where he will evaluate 
the market for such products as 
frozen foods, con- 
centrated and de- 
hydrated milk, 
specialized candy 
and bakery prod- 
ucts and ready- 
to-cook food 
mixes. Mr. Ja- 
cobsson's trip to 
18 cities in six 
countries is being 
| sponsored by W. 
R. Grace & Co., 
|New York and 
| Bogota distributing concern for 74 
different products in South Amer- 


E. G. Jacobsson 


Mr. Jacobsson said he planned to 
determine the degree of acceptance 
awaiting new products and to dis- 
cover how South Americans react 
to the present line of Grace items. 


@ He said that he has been com- 
missioned to redesign the packag- 
ing of all 74 Grace products, and 
therefore wants to learn if it would 
be profitable for Grace to have 
color photography on packages and 
whether appetite-appeal pictures 
would go as well as they do in the 
U.S 

Mr. Jacobsson expects to be gone 
at least two weeks. His tour will 
take him to cities in Brazil, Colom- 
bia, Peru, Chile, Venezuela and 
possibly Argentina. He is the de- 
signer of the present Procter & 
Gamble Tide package, on which he 
worked in collaboration with the 
P&G ad department and Benton & 
Bowles, and was formerly art di- 
rector for Young & Rubicam, | 
Blackett, Sample & Hummert,| 
Maxon, and Kenyon & Eckhardt. | 
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‘Journal’ Appoints Two 

Norman Saukerson, in the gen- 
eral advertising department of the 
Milwaukee Journal, has been pro- 
moted to assistant general adver- 
tising manager. Thomas Carraway 
has been named to head all retail 
and general food advertising. 


Bishop Joins Warwick 

Allen G. Bishop, formerly with 
Ruthrauff & Ryan, Chicago, has 
joined Warwick & Legler, New 
York, as an account executive 


Deutsch & Shea Moves 

Deutsch & Shea, New York 
agency, has moved to larger quar- 
ters at 230 W. 41st St. 


onday Night 


at my house is reserved 


for Advertising Age!’’ 


Uv 


busy careers. 


| 


| 


tion too! 


president of National Retail Dry | 


Goods Assn., and Alfred Politz, 


president of Alfred Politz 
Research. 
Two Appoint Gray & Rogers 


Gray & Rogers, Philadelphia, has | 
been appointed to handle adver-| 


tising for George Wood, Sons & 
Co., Philadelphia, manufacturer 
of Red Star Birdseye diapers and 
textiles. The agency also has been 
named to direct advertising for 


Richard Paul Inc., Wilmington, 
Del., manufacturer of Peds and 
Toe-Peds stocking savers. The 


Paul account formerly was serv- 
iced by Lincoln Roden Inc., Phila- 
delphia. 


Ludman Appoints Jones 

Ludman Corp., Miami, Fla., 
manufacturer of Auto-Loc alumi- 
num awning windows, has named 
Hugh M. Jones manager of sales. 
Mr. Jones formerly was sales man- 
ager of the company’s Auto-Loc 
division. ° 


Joins ‘Outdoor Life’ 

Karl F. Kassebaum, previously 
with Ideal Publications, has joined 
the eastern advertising staff of 
Outdoor Life. 


- + »« $0 Say many of the nation’s most successful advertising 
and sales managers who developed this wise habit early in their 


“Can't afford to wait a week, more or less, to see ‘pass along’ 
copies of AA at the office,” they assure us. 


And, furthermore, they don't want to miss any of the ‘clip 
out’ items found in every issue. 


LE GREE LS Te 


If you are now important to your company or advertising 
agency ...or soon hope to be... you will want a personal subscrip- 


ADVERTISING AGE 


NEW Subscription 
Order Form... 


200 E. Illinois Street + Chicago 11, Illinois 


Please enter my personal subscription to ADVERTISING AGE for | 
C) 1 yr. at $3 (52 issues) () Payment enclosed 
(CD 2 yre at $5 (104 issues) [7] Bill me 
C) 3 yrs. at $6 (156 issues) [) Bill my firm 


(Nothing extra for Canada or Pan American Countries) 


Name Ss ae eer 
Firm. ———— 

City. — = lS 

But send my weekly copies to 
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Can you name these BIG little men? 


These are not tall men. But they’re head-and-shoulders above the crowd! 


They've made history in sports, in music, in literature. They’ve moved 
millions to tears — and to cheers. 

But though their faces have appeared countless times in newspapers and 
magazines, on book jackets and concert programs, was it easy to recognize 
prolific writer H.G. Wells? Or the monumental composer Richard Wagner? 
Or brilliant Yankee shortstop Phil Rizzuto? 

Yet wasn’t it a cinch — to recognize the Little King! And the only place 
where he’s a Big Man is in the comics! 

You're not the only one who knows him. Every Sunday morning, some 
18 million adults (and their youngsters) settle down to follow the Little 
King’s latest adventure in PUCK, the only national comic weekly. 


He’s a Sunday caller that is welcomed warmly, eagerly, week after week. 
And so are Blondie and Dagwood, Popeye, Little Iodine, Donald Duck 
(and now Hopalong Cassidy! ) and all the other beloved PUCK characters! 
It wouldn’t be Sunday without them! 


It’s hard to measure the warmth of a welcome in cold statistics. But look 
at these proven facts: 4 out of 5 adults read comics. Advertising in PUCK 
gets more readers per dollar. Identical copy gets 3 to 5 times more thorough 
readers in PUCK than in top weekly magazines. (Starch) 


Outstandingly successful firms like Lever Bros. Co., Eversharp, Inc., 
Pacquin, Inc. and others have, for years, been consistent users of space in 
PUCK, The Comic Weekly. 


@eeeeesceseseee 7-Up Boosts Sales! eeeeeeeeeees 


. 
“A sizable portion of the advertising appropriation for SEVEN-UP has ; 
been devoted to Sunday comics. Over the past few years a considerable » 
measure of its success in this period may be attributed to the excellent « 
promotional and merchandising work done by PUCK’s Trade Extension @ 
Division.” Every year since 1947, during which time SEVEN-UP has been ® 
in Sunday comics, sales have increased. SEVEN-UP full pages in Sunday * 
comics during November and December 1950 contributed to very substan- * 

* 


The Only NATIONAL Comic Weekly —A Hearst Publication 
63 Vesey St., N. Y., Hearst Bidg., Chicago, 406 Hearst Bldg., San Francisco 
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